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Abstract
The aim of this research study was to explore how minority sports organisations
in Ireland are using social media to effectively grow and promote their sport. The
researcher has analysed how these organisations are currently making use of
social media and how it has benefited them in their operations.
Relevant secondary literature was studied in depth along with the primary
research methods that were used for this study. The research methodology used
by the researcher constituted elements of both quantitative and qualitative
analyses.
Interviews and questionnaires made up the main research tools in addition to an
action research approach as the author is involved with the social media
activities of the Irish Drug Free Powerlifting Association.
The conclusions identified that:
• Social Media is the most effective way for minority sporting organisations
to promote themselves and is already being used to good effect.
• Social Media strategies should be different and specialised for every
organisation, there is no such thing as an "off the shelf' social media
strategy.
•

Facebook should be seen as the most effective platform for promoting
these sports.

•

Minority sports promoters should devote the majority of their time to
social media promotion. While traditional media should not be completely
abandoned, social media offers far more return for the time and effort
spent.

• Social media will grow in importance and evolve as time moves on. The
sports promoter should continually evaluate how they can make the best
use of new developments in social media.
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Chapter One - Introduction

1.1 Introduction
This study has been undertaken to investigate how social media can be used by
those in charge of promoting minority sporting organisations in Ireland. The
author is personally involved in this area already and is looking to explore the
questions of:
- Are these organisations embracing social media?
- Are they making the best use of the tools of social media that are available?
- How has it changed how they go about promoting and developing their sports?
The internet is a relatively new medium that has had a profound impact on how
we live our lives. Philips and Young [2003, p. 6} speak of how we have entered
the world of search engines and the writable web. The internet has very much
changed the environment for the Public Relations professional and Philips [2009,
p. 3) describes this by the term "new PR" and says that it demands a dramatically
different approach at the level of strategy.
Up until the 1990's much of the activities of PR focused around media relations
through traditional channels, the industry has always been about the exchange of
information [Philips, 2003, p. 4} but today with the rise of new media and the
various platforms associated with it, hovv^ that information is exchanged is very
different.
Hopwood et.al [2012, p. 13} tells us that in order to compete in the contemporary
sports business environment, the understanding of and ability to implement a
range of communication strategies is essential. This means that public relations
professionals must embrace both new and traditional forms of communication
channels that are available to them.
8 I P a g e

The rise of social media has been responsible for many of the changes we have
seen in PR over the past decade or so. Al-Deen & Hendricks (2011, p. 4} tell us
how online social interactions fundamentally differ from face to face interactions
in offline social networks and the study of how people interact online does
warrant special attention and study by the PR professional.
This has had a profound impact on almost all industries including the sports
industry with many sporting organisations adopting social media as one of their
main marketing strategies. Social media has become a hot topic in the sports
world from the various perspectives of the fans and athletes as well as the
sporting bodies.
Social media allows organisations an effective environment in which to create
dialogues and communicate directly with publics and stakeholders (Philips &
Young, 2003, p. 6). The author feels that social media offers great opportunity
particularly for the smaller sporting organisations to get their voice heard in this
very busy industry. Many of these organisations do not have the large scale
resources available to them that the more mainstream sports have, but on
Facebook they have the potential to be seen on an equal footing to these larger
organisations and have their message heard.

1.2 Context Review
The sports industry in Ireland is one that is heavily dominated by three main
sports that operate in the country; the GAA, soccer and rugby. These sports
receive a massive amount of attention and coverage in the media and have huge
bases of clubs and competitors to draw from.
Due to their large scale operations, sponsorship opportunities and government
funding, these organisations have access to a very large base of resources with
which they can carry out their operations and promote themselves. Smaller
sports in Ireland quite often tend to be forgotten about and even international
9 I P a g e

level athletes in these smaller sports rarely get the credit, recognition and
coverage that they deserve in the Irish media.
In 2013 Ireland hosted the World Drug Free Powerlifting Federation European
Championships, which was one of the biggest sporting events in the Powerlifting
year. Despite the high profile nature of the event it went largely unnoticed in the
traditional media, only securing a number of small pieces in regional
newspapers. Even with high profile events, these sports can often struggle to
obtain widespread coverage.
We can also take the example of world champion athletes such as Katie Taylor
and Rob Heffernan. While these athletes received a huge amount of coverage
after they had won major championships, we hear very little in the traditional
media about these athletes during the rest of the year and even in the run up to
these major international competitions.
The minority sports promoter in Ireland very often falls victim to the media
gatekeepers and finds it very difficult to get their message out to the public.
While these traditional media outlets are still important for these PR
professionals, the researcher feels that social media provides a great opportunity
for these promoters to bypass these media gatekeepers and reach out to the
masses directly. One does not need to have many resources available to run an
effective social media campaign and done well, the author feels that social media
could help to level the playing field in the Irish sports industry.
The researcher is excited to explore this topic further throughout the course of
this study.
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1.3 Research Question
Research into this particular topic is still very much in the early stages, while
there is a substantial amount of information available on social media and sports,
the majority of this information is internationally based and also heavily based
around mainstream sports. The researcher found it difficult to find many studies
carried out, that focus on the Irish market and with the growing influence of
social media and online public relations as a whole, the researcher feels that a
study in this area is very much warranted.
The researcher has explored how these minority sporting organisations are
currently utilising social media as part of their promotion and marketing
strategies and has gauged how the stakeholders of these organisations perceive
the benefits and effectiveness of their operations.
With that being said the research question for this study is:
"How minority sporting organisations in Ireland are promoting and growing
their sports using social media; A Public Relations Perspective"

1.4 Research Objectives
The main objective of this research was to discover how the development of
online public relations and social media has changed how minority sporting
organisations go about promoting and growing their organisations. The
researcher has carefully assessed how these organisations have been affected by
the new media revolution, and the level to which they have adopted and
embraced these new mediums.
The researcher looked to gain an understanding as to how the advent of these
new media tools has changed the public relations techniques that are used by
these organisations and if these new techniques have proved to be more or less
effective.
11 I P n g e

It is the objective of this study that through careful analysis of the literature
already available, conduction of action research along with the administering of
questionnaires to the stakeholders of these sports and the carrying out of
interviews with practitioners in this area, that the author has been able to
conclude as to whether these sporting organisations have embraced, and are
using, social media effectively to promote their sports.
The researcher feels that the data gained from this research will positively add to
the body of literature that is available in Ireland on this subject and can be used
as a basis for further study into the area.
The researcher has outlined the main research objectives of this study as;
• To investigate how minority sporting organisations are currently using
social media tools to raise awareness of, drive participation in and develop
their sports.
• To investigate which tools these organisations are using and which tools
have proved to be most effective.
• To investigate how stakeholders of these organisations feel their needs are
being catered for by the sports organisations through social media.
•

Offer a range of recommendations to these organisations so that they can
further improve their use of social media.

1.5 Rationale for Choice of Sports
The researcher has chosen the sports of Powerlifting and American Football in
Ireland as he feels that these sports are ideal examples of minority level sports in
the Irish market and offer a good representation of other minority sports. The
researcher also felt it was important to choose one team sport and one individual
sport for this research. The researcher has also had personal involvement at
different times in both of these sports and has seen first hand the challenges that
face these organisations when it comes to growth and development of the sports.
12 I P a g e

1.1.1 Powerlifting in Ireland
The Irish Drug Free Powerlifting Association was established officially in 1997 to
promote the sport of drug free powerlifting in Ireland. While the IDFPA is not the
only powerlifting body in Ireland, it is the only organisation that pursues a drug
free ethos and carries out stringent drug testing.
The IDFPA is affiliated to the World Drug Free Powerlifting Federation and Irish
lifters represent their country at WDFPF European and World Championships.
Over the past number of years the IDFPA has grown to be the largest powerlifting
organisation in Ireland with a membership base of over 200 lifters. Much of this
growth has been seen in the last number of months and has been largely put
down to the association's adoption of social media by those involved.

1.1.2 American Football in Ireland
The Irish American Football League was originally founded in 1984 and the first
year of competitive league play was in 1986. During the 1990's the game suffered
a dip in fortunes and was resurrected in 2001 with just four teams competing in
the league.
Since then the game has progressively increased in popularity and in 2013, for
the first time, the league adopted a two tier format, with the lAFL 1 league
created to cater for the upsurge in new teams springing up across the country.
The 2013 season consisted of seventeen teams in total and with one new team
already confirmed to join the league next year, the sport in Ireland is steadily
growing.
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1.6 Overview of Chapters
The second chapter of this study will provide a detailed analysis of the current
literature that is in existence with regards to this area of study. The researcher
has spent a considerable amount of time reading and researching various
journals, reports and books in order to gain a sound base of knowledge on which
to base this research.
Chapter three will outline the methodology that the author has used to carry out
the primary research as part of the study. The chapter will weigh up the pros and
cons of the various methods used and will detail why the researcher chose these
particular methods as the most suitable for this research project.
Chapter four will outline the researcher's findings from the primary research that
has been carried out. The author will also analyse whether or not the research
objectives of this study have been met during the course of the study.
Chapter five will present the researcher's conclusions from the research project
and summarise the findings in detail. The researcher will also lay out a number of
recommendations and suggestions for future research that he feels would be
beneficial in this area.
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Chapter 2 Literature Review

2.1 Introduction
The literature review is one of the most important parts of any piece of academic
writing [Oliver, 2012). The importance of the literature, as described by Hart
[1998, p. 26), is due to the fact that without a systematic search and critical
reading of the literature, it would be very difficult to see how academic research
could make a new application of a methodology or contribute in some way, no
matter how small, to knowledge.
The review of a topic literature has a personal dimension that aims to develop
the skills and abilities of the researcher as well as having a public dimension
[Hart, 1998). A comprehensive review of the available literature has been
conducted by the researcher for the purpose of gaining an understanding of what
is already known on the subject of: How sporting organisations are using social
media in the promotion of their sports with a particular emphasis on minority
sports in Ireland.
Quite often in Ireland minority sports find it very difficult to have their message
heard, with the mainstream sports media being dominated by the big three
sports; GAA, soccer and rugby. This makes it difficult for the minority sport to
grow and develop as they struggle to make their presence felt and reach out to a
large audience to have their message heard.
The researcher feels that social media can provide the tools, with which the
public relations practitioner operating in this space can work, to level the playing
field and effectively promote and grow these sports.
The purpose of this review is to provide a sound base upon which new research
can be founded [Oliver, 2012) and it will provide the author with a critical
analysis of the published literature on the subject, past and present.
15 I P d g e

2.2 Public Relations
Over the years there have been many attempts to define Public Relations and
clearly state exactly what it is the term encompasses. As of yet there is no single
term that has been universally accepted as the definition of Public Relations but
there are many very good definitions available.
Ellen Gunning [2003, p. 6) describes a whole range of definitions that have been
made for public relations over the years, such as:
"Public relations practice is the art and social science of analysing trends,
predicting their consequences, counselling organisation leaders, and implementing
planned programmes of action which will serve both the organisation's and the
public's interests"
(International Conference of PR Organisations - Mexico City, 1978 quoted in
Gunning, 2003, p. 6)
While this definition does encompass most activities that would be associated
within the public relations function, the researcher feels that it is slightly
cumbersome to be very useful in a practical sense.
The researcher prefers Grunig & Hunt's [1984, p. 7) definition that describes
public relations as "Communication between an organisation and its publics",
due to its simplicity. This is a very simple definition but for the researcher it gives
a useful broad overview of the function of Public Relations and summarises quite
generally what is said in the previous definition by Gunning.
Other definitions see public relations more as a management function, such as
the definition that arose from the CERP Terminology Working Group, Berlin
Conference, 1999;
"Public Relations is the conscious organisation of communication. PR is a
management function. The task of PR is: to achieve mutual understanding and to
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establish beneficial relationships, between the organisation an its publics and
environment, through two way communication".
[Quoted in Gunning, 2003, p. 7)
From these definitions we can see a number of themes emerging about what it is
that Public Relations is all about. The researcher will now briefly describe some
of the main themes have been identified, beginning with the theme of two way
communication.

2.2.1 Two Way Communication
The definition of the CERP Terminology Working Group, Berlin Conference,
introduces us to the concept of two way communication which has become one
of the most important aspects of public relations.
Tench & Yeoman (2009, p. 5} describe how many other definitions have tried to
focus their definitions on "ideal” communication practices: this idea of two way
communication and the building of positive relationships between organisations
and their publics.
During the process of two way communication, both the sender and receiver are
involved in creating the message. This often will result in the receivers of the
message placing more trust in the sender and providing valuable feedback
[Fielding, 2005, p. 502).
Good public relations requires two way communication which stresses the great
importance of feedback and constant interaction during communication
[Fielding, 2005, p. 24). Public relations is now about communication with, and
not to, the public. Success in Public Relations now depends on your ability to
communicate, put your ideas and thoughts across to others, to make them listen
and get them to act [Dilenschneider, 2010, p. 18).
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2,2.2 Reputation Management
A more recent trend has been to look at public relations in terms of an
organisation's reputation, and the CIPR has laid out their definition as;
"Public Relations is about reputation, the result of what you do, what you say and
what others say about you".
(Institute of Public Relation, 2004 quoted in Tench & Yeoman, 2009, p. 6)
We can see that the management of the organisation's image, through reputation
management, is a very important part of the public relations function and works
towards having the organisation viewed positively by its stakeholders even in
times of crisis.

2.2.3 Managing Communications and Relationship building
We can see that what all of these definitions have in common is the fact that
public relations is essentially about managing communications with a view to
building good relationships and mutual understanding between an organisation
and its publics (Gordon, 1997).
Good public relations are where both management and publics should behave in
ways that minimise conflict or manage conflict effectively (Grunig et al, 2002).
We can see from this that the relationship between the organisation and its
publics is central to good public relations; this brings us back to the theme of
reputation management. Good relationships and reputation are especially
important with regard to sporting organisations that will often rely on volunteers
and the goodwill of its publics in order to be able to carry out its operations.
Without good relationships with their publics, these sporting organisations
would quite simply cease to exist.
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We can see that it is vital for the public relations professional to listen to and
respond to what his/her publics are saying. Smith (2013, p. 338) describes how
this two way communication between the organisation and the environment
keeps the organisation moving towards its goal, with this approach being
continually adjusted through feedback provided by the publics.

2.3 Models of Communication
lames Grunig and Todd Hunt in 1984 outlined four distinct models of
communications when it came to public relations. The earliest models of
communication; the press agentry and public information models were largely of
a one way nature where the power lies with the sender of the information and
the receivers are generally passive. (Windahl. Et al, 2008, p. 117)
In the press agentry/publicity model the receiver of the message is someone who
is to be convinced of an idea by the communicator and the truth is not essential.
This model has been the source of much of the mistrust that still surrounds the
public relations industry [Windahl. Et al, 2008, p. 117).
The public information model focuses on the effective dissemination of
information and is often practiced by governments and businesses in the not-forprofit sectors where the truth is important. The main objective here is to inform
rather than persuade [Morris & Goldsworthy, 2011, p. 29).
Grunigs next two models, the two way assymetric and two way symmetric
models, place much more emphasis on interaction and dialogue [Stoldt, 2006, p.
26). The asymmetric model incorporates research in an effort to persuade
publics to act in desirable ways. While two way communication is in evidence
here, the power still lies with the sender. This is often the most common model
that is used by organisations.
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The symmetrical model uses both research and dialogue to produce a dynamic
relationship between the organisation and its publics, resulting in public
relations actions that are mutually beneficial (Grunig & Hunt, 1984, quoted in
Stoldt, 2006, p. 26). This two way symmetrical model is seen as the ideal by
public relations practitioners but Grunig does admit that in reality, few
organisations apply this model in practice and when it is practiced, it is often
used along with the two way asymmetric model and is seldom the dominant
model used (Grunig & Grunig, 1989, quoted in Du Plessis, 2001, p. 25}.
The shift in recent times has moved from persuasion to conversations based on
interactions that cultivate lasting relationships, brand recognition and loyalty
(Breakenridge et al, 2009, p. 92}. The author feels that this is critically important
for minority sporting organisations that often will depend on relatively small but
dedicated audiences to carry out their operations. We can see the three themes
outlined earlier shining through and the cultivation and fostering of good
relations with important stakeholders should be one of the main priorities of the
public relations professional working in this area. These good relationships will
be largely built up via two way communication and reputation management.
Social media provides the tools to facilitate this two way communication which
Safko (2005, p. 4} feels is much more effective than conventional marketing.
The rise of social media means that audiences are no longer passive but are
active participants in the conversation (Brown, 2009, p. 23}. This is important for
the sports organisation as social media offers the tools to directly interact with
specific audiences, find out what it is they desire, and enables them to work to
deliver what the audience wants.
With social media offering so many new tools to communicate it is important that
the public relations practitioner also understands and takes into account the
more traditional forms of public relations that are still important today.
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2.4 Publicity/ Media Relations
Publicity is a function of Public Relations that involves deliberately disseminating
strategic messages through mass media outlets, without payment to the media, to
enhance the particular interest of the publicity client (Heath, 2005, p. 714).
Publicity refers to how public relations professionals will work to gain coverage
in the media, that will benefit the organisation without having to pay for
expensive advertising. This is of particular importance for the minority sports in
question as traditional advertising is quite simply not an option due to a lack of
resources.
Publicity is a powerful tool for sports organisations, and soliciting and nurturing
it is a critical part of the media relations professional's job (Davis, 1998; Helitzer,
2000, quoted in Stoldt, 2006, p. 12). Publicity is important and has been used in
various forms by sports organisations in achieving their goals of increased
awareness and participation levels.
While publicity has been evident in sports public relations for a long time, the
emergence of social media has vastly changed how it can be carried out, and
while it has not fully replaced the traditional methods such as press releases etc.,
it has certainly added whole new elements to how organisations can go about
gaining publicity.
Traditionally much work in media relations involved targeting the media
gatekeepers in order to gain communications about the organisation (Hayes et al,
2009, p. 49). These gatekeepers act as the intermediate audiences that m.ust be
used to ultimately gain access to the consumers of the media in question.
While this form of communication benefits from being highly credible, it does
leave the sports organisations at the mercy of these media gatekeepers who will
ultimately decide whether or how to relay the message to the public. Sports
public relations professionals must often cross their fingers and hope that the
key messages will survive the editors review and repackaging (Stoldt et al, 2012,
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p. 62). These outlets are also largely one way in nature. This poses a particular
problem to the promoter of minority sports as quite often it can be very difficult
to get the message past these gatekeepers who will often place much more
emphasis on mainstream sports and donate little media time or space to minority
sports.
Social media and online public relations has given the power back to PR
practitioners as they no longer have to rely solely on these outlets in order to
reach out to a large audience. They offer an entirely new promotional mix for
these public relations professionals, allowing them to place less emphasis on the
traditional methods that would have been used.

2.5 Tradition Channels Used by Sporting Organisations
Channels of communication are the delivery systems that carry messages and
they must be carefully matched to the intended audience [Stoldt, 2006, p. 53).
Traditionally the two approaches for reaching their audience for organisations
were either through direct contact with their audience or through indirect
contact through the mass media.
The direct approach includes tactics such as personal meetings, public
appearances, speeches, web sites and special events. While these tactics allow for
direct contact with targeted publics, it is difficult when using these tactics to
reach a large audience especially for the smaller sports organisations. This is
perhaps with the exception of the website. However Stoldt (2006, p. 53) notes
that these websites can often be quite impersonal and one way in nature.
Communication channels that utilise indirect contact include; interviews, media
events, news conferences, press releases and video news releases. These tactics
are designed to be carried by mass media mediums and can prove to be quite
credible, however you will find yourself at the mercy of the media gatekeepers
(Stolt, 2006, p. 53). Large sporting organisations often do very well from these
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communication channels due to their high profile operations; however the
smaller sporting organisations often get lost in the noise and fail to get
widespread coverage in these mass media mediums.
In the past many smaller sporting promoters relied on word of mouth, posters
and local publications, to raise awareness of their activities and grow their
sports. These methods of communication while effective on a local level do not
provide the scope for these bodies to reach large audiences, and traditionally
smaller sports in Ireland have tended to grow quite slowly and remain largely
obscure.
The rise of new media has provided a welcome alternative for the promoters of
these sporting organisations.

2.6 Traditional vs New Media
There are many distinct differences between traditional and new media. Lister
(2003) describes the term new media as referring to a whole range of changes in
media production, distribution and use. He goes on to say how these changes are
more than just technological, but they are contextual, conventional and cultural.
New media provides a fast, effective and simple way to distribute information
and enhance an organisation's two way communication.
Dilenschneider (2012, p. 10) says that traditional media is quite simply, under
siege. Web 2.0 has produced a historic paradigm shift in how we communicate,
collaborate, dispute and engage with one another. The power to reach out to
huge audiences, that was once held by the major media companies, has been
taken away and now lies with the individual.
Despite the rise of new media, traditional media is not to be forgotten about and
the idea that traditional media is dead is a myth (Cutlip et al, 2009, p. 254).
Stafford and Farber (2005, p. 6) note that "traditional media" typically does not
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disappear over time, they may becom.e less important or change but they do not
disappear from the scene. Public relations professionals must have the skills and
expertise to be able to make use of both new and traditional media; they would
be foolish to think that they could use the internet to influence audiences while
completely ignoring the press (Holtz, 2002, p. 158).
The most effective strategy for the PR professional is an integration of media
relations and online efforts.

2.7 Online Public Relations
Online Public relations or Digital Public Relations, has become one of the most
important aspects of the Public Relations professional's job and has been
described as; the use of new media, especially the internet, to further Public
Relations objectives (Morris & Goldsworthy, 2011, p. 87).
The rise of online PR has resulted in a new specialism in Public Relations and
now almost all large PR consultancies will have specialised online PR teams
(Morris & Goldsworthy, 2011, p. 87).
Web 2.0 is the term that has been given to this new version of the web and the
term is described by Tim O'Reilly who first coined the phrase as:
"The business revolution in the computer industry caused by the move to the
internet as a platform, and an attempt to understand the rules for success on that
new platform. Chief among those rules is this: Build applications that harness
network effects to get better and more people to use them".
(Shuen, 2008)
Morris and Goldsworthy (2011, p. 147) offer a range of benefits that are
associated with online Public Relations such as, faster, cheaper contact with the
media; the opportunity to reach niche target audiences quickly and effectively;
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good for reaching people in review driven markets; more and better two way
internal communications; the opportunity for real two way communications with
customers; and the provision of quick effective service updates.
Online PR offers a wide range of activities that utilise online channels to influence
media, communities and audiences that exist on the internet. This includes the
use of social media, search engines, blogs, forums, discussion threads and other
communication tools. Tools such as these have changed the communication
landscape forever and Katy Howell describes social media as being "vastly more
diverse: a connected and complex ecosystem founded on relationships, passions
and a desire to be connected." [CIPR, 2012, p. 3)
Online PR is especially useful for the PR practitioner involved with promoting
minority sports as it allows them to carry out their PR activities without the need
for large scale resources, which these organisations often simply will not have.
Online PR and in particular social media has allowed these organisations to get
their message out there and can act to level the playing field between large and
small organisations. For these reasons it has become one the of the main
marketing and promoting tactics for many minority sports organisations.

2.8 New Channels Used by Sporting Organisations
Safko [2010, p. 21) describes a trusted network as a group of like minded people
who have come together in a common place to share thoughts, ideas, and
information about themselves. Safko [2010, p. 22) goes on to say how
organisations need to transform the way that they touch their clients, and
integrate themselves into the very fabric of what they do every day. They have to
build organisations that embrace conversation and transparency.
For sporting organisations social media now plays a vital role in increasing the
awareness of sports and building up dedicated fan bases. Pederson, Parks,
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Quarterman & Thibault (2010) speak of how social media is becoming more
frequently used by sports organisations and athletes as a tool to communicate
with fans [Quoted in Witkemper, 2012).
Facebook is used to provide information, post pictures and videos and promote
upcoming events. YouTube is used to share videos with fans and Twitter is used
to share quick information with very little effort needed (Witkemper, 2012).
While many other social media platforms are also used, these three are the most
common ones that will often be found on sporting organisations' official
websites.
Sports teams and organisations have for a long time used technologies that allow
interaction between the fans and the team such as chat rooms and e-newsletters.
Now social networking allows for the users to go a step further and engage
directly with the team/organisation by entering into relationships by “friending"
individuals with similar interests and becoming a “fan" of an organisation's
Facebook page (Pronschinske et al, 2012).

2.9 Social Media
Social media is an umbrella term for the wide range of tools and applications that
allow people to come together and interact, to develop communities and share
their opinions on the web (Miletsky, 2010, p. 75). It includes blogs, wikis, online
discussion forums and social networking sites. [Tench & Yeoman, 2009)
More than 70% of the internet population uses social networks in one form or
another and one in nine people on Earth have a Facebook account [CIPR, 2012, p.
3). Social media has been a huge development over the past number of years and
it has vastly changed how people and organisations communicate.
In 2009 the number of people using social media to communicate, outpaced
email for the first time [Nielson Media, 2009, quoted in Pronschinske et al, 2012),
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showing the power social media has obtained in today's society. This change in
preferences has not gone unnoticed by sporting organisations and many have
extended and repositioned their marketing efforts to take advantage of this new
medium.
By June 2011 Facebook boasted over 750 million users (Carter & Levy, 2012, p.
9) and has emerged as one of the biggest tools for the promotion of sporting
organisations online. Stakeholders of sports organisations now expect to be able
to find and interact with their sporting bodies online.
Walker, Kent, & Vincent [2011] outlined some of the main benefits of using
Facebook to sporting bodies as, the minimal Costs associated, ability to easily
target specific fan groups, product/ service information can be easily distributed
and information that can be used over extended periods can be easily posted and
stored
[Quoted in Pronschinske et al, 2012)
Social media is something that has been constantly evolving over the past
number of years and will continue to change and develop, encompassing text,
images, audio and video in a wide variety of ways.
Social media has given people the power to create the content themselves and
become the influencers. The public relations professionals must adapt and
develop these tools into their communication strategies in order to make the
most of these mediums and not be left behind.
We will now look at how sporting organisations have already made use of social
media to promote and grow their sports.
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2.10 Sporting Organisations Use of Social Media
Sporting organisations and athletes have very much embraced social media in
recent years and many organisations strategically harnessed the opportunity to
attract large online followings (Moore, 2011). This adoption of social media has
been seen among sports teams and organisations at all levels. Large mainstream
sporting bodies such as the Irish Rugby Football Union (IRFU) have over 22,000
fans on Facebook and over 150,000 followers on Twitter. The high profile nature
of these sports has helped them to gain massive followings through social media,
however this is not limited to these large organisations. Due to the cost
effectiveness and widespread reach of social media, smaller sporting
organisations have also been able to develop impressive followings and use these
tools to benefit their sports.
The sports industry is well suited to social media, with events and athletes
providing a constant stream of fresh engaging content through stats, athlete
information, results, coaches etc. They also have dedicated fan bases already built
up who crave new information, love to interact and want to be part of the team
[Moore, 2011).
Social media allows organisations to not only reach out to these audiences, but it
also gives them the opportunity to build new and expand existing relational
bonds (Pronschinske et al, 2012). This allows them to develop the two way
communication channels that we outlined as being so important and helps them
to foster good relations. Sports bodies can use these tools to introduce their
sports to a potentially huge audience at very little cost thus building awareness,
participation levels and thus growing their sports.
Individuals now have the opportunity to reach a huge audience through social
media on a truly global scale. It is important that sporting organisations work to
develop relationships and keep in touch with what people are saying and doing
online, so that they can develop social media strategies that constantly evolve
and adapt to fans patterns and preferences [Pronschinske et al, 2012).
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Social media is here to stay and in order to not get left behind, those involved in
the promotion of sports and sporting organisations are forced to embrace and
make use of the tools that it offers in carrying out their communication and
promotional strategies.
There is a wide range of platforms already available to public relations
professionals, with some being more suitable than others for the particular
organisation in question.

2.11 Social Media Sites
Social media sites allow users to build up a group of "friends" with whom they
can share things in all sorts of ways [Ryan & Jones, 2012, p. 161). These sites
promote connectivity and interaction between people and organisations.
These sites make the process of communicating with large networks of people
easy and painless [Ryan

&

Jones, 2012, p. 162), and are used by huge amounts of

people each day. These sites allow for the sharing of blogging, status updates, file
sharing and the sharing of all sorts of media content such as videos, images and
audio. The most popular social networking site at the time of writing is Facebook,
who claim that over 700 billion minutes are spent on the site daily across the
world [Carter & Levy, 2012. P. 10).

2.11.1 Facebook
Facebook allows users to establish profiles, upload pictures and videos, join
groups and become fans of various pages. Brands use Facebook to build
communities of advocates and engage with these communities using the
functionality of the platform [CIPR, 2012, p. 61).
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For sporting organisations, Facebook offers the ability to generate large fan bases
through its "Fan Pages" and an easy way to share information on the organisation
itself and events etc. Facebook pages also have access to a wide range of custom
applications that are designed to create deeper engagement with the brand.
The growth of Facebook has been quite beneficial for sporting organisations and
many now use their pages in close conjunction with their websites. It is very
common and even expected now to find a link to an organisation's Facebook page
on their website.

2.11.2 Twitter
Twitter describes itself as "A real-time information network that connects you to
the latest information about what you find interesting", [CIPR, 2012, p. 71].
Using Twitter, users can very easily update their list of followers on their latest
news, events and developments. Twitter also allows for users to engage in
conversations with their followers and develop relationships and contacts.
Many sports organisations already made very good use of Twitter such as the
IRFU which at the time of writing has over 155,000 followers.
Weber [2009, p. 11] outlines some of the main benefits of Twitter for brands as
the ability to create, reinforce and expand your brand, the ability to expand your
audience and the ability to network with like minded others.

2.11.3 YouTube
YouTube is the most popular video community in the world (Comscore, 2012;
NielsonWire, 2012; Double Click, 2011 quoted in Pashkevich et al. 2012]. As of
mid-2012 YouTube served over four billion views per day, 60 hours of videos
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were being uploaded every minute and m.ore than 800 million unique visitors
visited the site each month (YouTube, 2012, quoted in Pashkevich et al, 2012],
YouTube allows users to not only consume media but also to create it [Cayari,
2011), and it has been widely adopted by many sporting organisations in their
online strategies. Sports are quite well suited for YouTube as competitions,
games, athletes etc. create a constant stream of good potential content.

2.12 Advantages of Online PR
Prior to the web, organisations only had two significant choices to attract
attention: Buy expensive advertising or get third party endorsement from the
media. The web has changed the rules. The web is not TV. Organisations must
understand the new rules of marketing and PR, and develop relationships
directly with customers (Scott, 2011, p. 2).
Philips (2009, p. 6) describes how today anyone with access to a computer, an
internet connection and basic literacy can now make his or her voice heard to a
global audience and in many different ways. This has changed the role of
managers from one of the gatekeepers of information to that of facilitators of
information dissemination.
One of the main reasons for the move to online media is the cost savings
associated with it. Traditional media advertising is very expensive and would
prove to be quite wasteful for minority organisations that focus on specific niches
such as sporting bodies. Online PR allows these bodies to reach a large specific
audience for little to no cost, which can translate into widespread awareness and
support for their operations.
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2.13 Disadvantages of Online PR
While there are many advantages associated with online PR, it also comes with
inherent risks. Philips (2009, p. 196) notes that the internet is driven by many
people and there is much presence that is not controlled by organisations. Much
internet activity also does not follow the usual linear models for management
which can pose problems for the PR professional.
Online PR often consists of a wide range of platforms, channels and contexts
which can add considerable complexity to the online PR strategy and increase the
level of risk involved (Philips, 2009, p. 197).
Companies and organisations, by inviting the two way communications that are
at the heart of online PR, are also open to people posting negative comments on
their social media pages or in blogs and forums. These can all pose a threat to the
reputation of the organisation regardless of whether the postings are true or not
and therefore care must be exercised.
Online PR gives individuals the opportunity to very publicly air any grievances
that they may have with an organisation and organisations must also be very
careful to not carelessly post unsuitable material in this very public domain to
avoid social media backlash. Misuse of social media can be quite damaging for the
reputation of an organisation. However with this being said, the argument can
also be made that online PR gives the organisation the opportunity to get
involved with such discussions and put across their own perspective (Chaffey et
al, 2009).

2.14 Summary/ Conclusion
Social media has become a huge part of the public relations function and has very
much changed the nature of the profession. Solis and Breakenridge (2009, p. 7)
speak about how PR is evolving quickly, from the technology that is being used.
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to the changing market dynamics, to the increased demand and empowerment of
the twenty first century consumer.
The traditional roles occupied by the sports public relations practitioner, that
centred on media relations and publicity, have not disappeared but have well and
truly been changed by the advent and adoption of social media.
The benefits of social media in allowing individuals to reach out to a potentially
huge audience with little to no cost, provide huge benefits to the sports public
relations practitioner, especially those who are involved in the promotion of
minority sports. These minority sports often have little to no resources available
and are run mainly by a small number of volunteers that have to balance the
workload along with many other commitments. Often the heavy workload of
promoting an entire national level organisation can fall on the shoulders of one
individual and social media has provided the tools for these individuals to not
only manage this workload but to do so to a high level that can achieve
widespread increased awareness levels and participation in the sport, and in
effect, level the playing field between themselves and the mainstream sports that
exist in Ireland.

33 I P a g e

Chapter 3 Research Methology
3.1 Introduction
The purpose of this chapter is to outline the research methods that were
employed by the author in completing this research. The research design will
evolve from the research question itself. Research questions are like objectives
rather than aims; they should contain within themselves the means for accessing
their achievement [Blaxter et al, 2010, p. 35).
The definition of the key concepts, issues and contexts of the research project
will also assist in the focusing of the work to be carried out (Blaxter et al, 2010, p.
35). This chapter will outline the research question itself and the research
design; it will describe the research techniques used and the reasoning for
choosing these techniques.
The chapter shall conclude by discussing the limitations to this research that the
author has identified and will briefly outline recommendations for future studies
that would be beneficial in this area of research, that will be further expanded on
later. As this thesis is exploring the use of social media by minority sports there is
quite little, tradition literature currently available on the subject.

3.2 Research Question and Objectives
Zikmund and Babin [2012, p. 60) describe the research objectives as a statement
that delinates the type of research needed and what intelligence may result that
would allow the decision maker to make choices that are more informed. The
research objectives will provide a guide for the author for the successful
completion of this study.
This study has focused on the use of social media tools, in particular Facebook in
the promotion of minority sports in Ireland and how these tools can be leveraged
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to "level the playing field" between mainstream sports, which have access to
large resources in both finance and manpower, and minority sports.
The development of a clear, specific and relevant research question has been a
very important aspect of this study.

3.3 Rationale for the current study
The author feels that currently there is a lack of research currently available on
how social media can be utilised to help grow and promote minority sports in
Ireland. The vast majority of literature and research that has been conducted in
this field focuses almost exclusively on the large mainstream sports.
The author feels that social media can offer the smaller players in the sports
industry a bigger voice and its effective use can help them to stand out and grow.

3.4 Secondary Research
Bradley et al. (2010, p. 29) describes secondary research as:
"The summary, collection and/or synthesis of existing data, and uses existing
information to answer the question".
This is the use of research journals, research reviews and textbooks to gather
data on the subject at hand. Secondary research is important in doing the
preparatory work before your primary research, as it reduces the risk that you
will simply reinvent the wheel through not knowing what has been done before
[Rugg & Petre, 2007, p. 32).
By starting with secondary research the author has obtained valuable
information to supplement the primary research. The author has used these
secondary sources as the foundation on which to carry out the primary research.
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The author has used the Cork Institute of Technology and Cork City Library to
gain access to academic books and has used online databases such as EBSCOhost
for academic journals on relevant subjects.
<

The author found there to be very little literature available on this particular
subject and made use of the internet to find academic books that would be good
sources for this subject. Care was exercised in the use of the internet as it can
often contain unreliable sources.

3.5 Primary Research
Tench and Yeomans (2009, p. 201) say that primary research generates data that
is specific to the case under investigation. Primary data is directly retrieved from
the research objective through methods such as interviews, focus groups,
surveys, content analysis or observation (Wimmer & Dominick, 2006, quoted in
Tench & Yeomans, 2009, p. 201)
Care must be exercised in collecting primary research to make sure it is accurate,
current and impartial to ensure the validity and integrity of the research. The
author has used semi structured interviews, questionnaires and elements of
action research as the main tools for gaining this primary research, into how
social media has been influencing how minority sports are able to promote
themselves, increase participation and awareness. The author has chosen these
methods as he feels that they will yield the most suitable data results.

3.6 Research Design
Redman and Mory define research as "a systemised effort to gain new
knowledge" [quoted in Kothari, 2004, p. 1). Kothari (2004, p. 2) outlines the main
aim of research as finding out the truth which is hidden and has not been
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discovered as yet. In deciding on the most suitable method to conduct this
research the author considered both primary and secondary research.
According to Leedy (1989) it is essential to recognise that data and methodology
are interdependent. The research methodology that will be adopted will reflect
the nature of the data that will need to be collected, to solve this research
problem. Bhattacharya [2009, p. 17} describes research methods as the methods
or techniques employed by researchers in conducting research operations, the
research methodology is wider in scope than the research methods, as it must
take into consideration the logic behind the methods that are used.
This study features elements of both qualitative and quantitative research, as a
blend of the two strategies was seen as the most appropriate strategy for
exploring this area.

3.7 Qualitative Vs Quantitative Research
The research methodology is broken down into two main approaches; qualitative
and quantitative.
Van Maanen [1979, p. 520} defines qualitative research as "an umbrella term
covering a range of interpretive techniques, which seeks to describe, decode,
translate and otherwise come to terms with the meaning, not the frequency of
certain more or less naturally occurring phenomena in the social world" [quoted
in Merriam, 2009, p. 13}. Researchers that use qualitative methods aim to
capture the qualities that are not quantifiable by numbers, such as feelings,
thoughts, experiences and knowledge [Gratton & jones, 2004, p. 22}.
The researcher has chosen to use semi structured interviews as the main method
to gather qualitative research and will also include a range of open ended
questions as part of the questionnaire to gain further qualitative information.
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Quantitative research has been well defined by Aliaga and Gunderson (2000) as
"explaining phenomena by collecting numerical data that are analysed using
mathematically based methods" (quoted in Muijs, 2010, p. 1). This type of
research assumes that behaviour can be observed and numerically measured and
analysed.
The researcher has used surveys and the action research elements of this study
to gather quantitative data. Due to the author's position as Public Relations
Officer within the Irish Drug Free Powerlifting Association he will have direct
access to all of the analytical data from the IDFPA's social media platforms and
website. The researcher has then been able to compare this data to previous
year's statistics, prior to the IDFPA's adoption of a social media strategy.
The researcher feels that there are benefits to both methods and also recognises
the strengths and weaknesses of both. Dawson argues that neither method is
better than the other as they both have strengths and weaknesses and their
effectiveness will depend on the skills, experience and training of the researcher
[2009, p. 16).
Walliman [2010, p. 73) speaks about how research particularly when it comes to
human beings will often combine both qualitative and quantitative data. The
researcher has made use of both approaches during the process of this research
and many authors agree that both methods can be used together effectively.
Strauss & Corbin [1990, p. 18) state:
"Both can be used effectively in the same research project. However, most projects
and researchers place their emphasis on one form or another, partly out of
conviction, but also because of training and the nature of the problems studies. "
[Quoted in Murry- Thomas, 2003, p. 7)
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3.8 Data Gathering
As previously mentioned the researcher has used a blend of both qualitative and
quantitative methods for the purpose of this study, there is currently very limited
research into the area of minority sports and social media.
The researcher's main research style v\^ill be an Action Research based approach.
The researcher is currently the Public Relations Officer of the Irish Drug Free
Powerlifting Association and since January has been managing the new social
media strategy of the Association. The researcher has had the opportunity to
experience first hand, how the adoption of a dedicated social media strategy can
affect the promotion, awareness and success of these types of organisation.
These experiences, and the data that has been gathered throughout the process
will provide valuable information for this study.
The researchers' main research methods for gathering data will be:
•

Questionnaires - The author has carried out two comprehensive
questionnaires of stakeholders of the sports of Powerlifting and American
Football in Ireland. These questionnaires included both closed and open
ended questions and explored how these stakeholders felt their
organisation made use of social media, the benefits of social media and
what they felt could be done better.

•

Semi Structured Interviews - The author carried out four semi structured
interviews with people who are and have been involved in the promotion
of these minority sports in Ireland. These interviews were designed to
explore how these individuals feel that social media can benefit the
promotion of the sport and how they themselves use it or have used it.
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3.9 Action Research
Action research enables us to research our own practice with those with whom
we work - clients, customers, students, colleagues etc. (Wisker, 2007, p. 227).
The author currently holds the position of Public Relations Officer for the Irish
Dug Free Powerlifting Association (IDFPA) and is carrying out and managing a
social media strategy for the association, during the timeframe of this research.
Wisker [2007, p. 230) defines Action research as:
"Research that we carry out with our clients/customers/students/colleagues those with whom we work or hove been brought in to work with - in order to: find
out if, how and why a developmental programme activity is effective and in what
ways; try out on idea or on innovation; try out on idea or plan about learning or
practices; solve a problem; cause change; see what happens..."
The researcher has gathered data and information on how the implementation of
a dedicated social media strategy, has influenced levels of awareness and
participation in the sport and how this has affected the success of the
organisation at all levels. Prior to this work the IDFPA did not have an official
presence on social media other than a small closed "Group” page which served as
a discussion platform for people already involved within the organisation.
During the process of this research the researcher has utilised a wide range of
platforms and will analyse how each has worked to benefit the organisation. The
platforms in question are;
• A new official website - The previous IDFPA website dated from the mid
1990's and was discontinued to coincide with the adoption of the new
social media and online strategy of the organisation. The researcher
personally designed and now administers the new website.
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•

Official Facebook Fan Page - This page was established to give the
association a dedicated presence on Facebook and allows fans to "Like" the
page and interact with the IDFPA.

• Twitter Account - The IDFPA previously did not exist on Twitter and the
account has been used to provide news updates on the operations of the
Association.
• YouTube Channel - The IDFPA now has a dedicated YouTube channel that
is used to share videos from competitions and other activities of the
association. It also allows for easy sharing of videos on other platforms.
• The researcher to a lesser extent has also used the Instagram, Pintereast,
Slideshare and Flickr platforms mostly to distribute images and photos
related to the association. These platforms were useful for a number of
specific applications, but overall were secondary aspects of the social
media strategy.
Through the analytics provided with many of these platforms and comparisons
with the levels of awareness and membership of the IDFPA pre social media the
researcher will be able to gather much valuable, relevant information.

3.10 Surveys/questionnaires
Questionnaires are intended to facilitate communication, they are usually brief,
but always driven by the researcher's own agenda (Davies, 2007, p. 82).
Pannerselvam (2004, p. 23) describes the survey as " A set of well formulated
questions to probe and obtain responses from respondents".
It is important when designing the questionnaire, that the researcher has a clear
idea of the types of measurements to be made, so that each respondent will grasp
the intention of each question and thus avoid ambiguity.
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The researcher incorporated both open ended and closed questions into the
design of the questionnaire. Open ended questions were asked, to allow the
respondants to voice their own opinions on the topic in question, Czaja & Blair
(1996, p. 18) note that not too many open ended questions should be included in
the survey, as many respondents will not complete a survey that requires a lot of
writing. Closed questions were also included, were respondents were able to
choose from a list of provided responses. The researcher also included an "other"
section to these closed questions, for respondents who may feel that none of the
provided choices are applicable.
Money and time are also important concerns during the preliminary design of
any survey (Czaja & Blair, 1996, p. 18). The researcher designed two separate
surveys through the survey monkey website. Each survey focused on one of the
particular minority sports in question (Powerlifting, American Football) and was
distributed to stakeholders of each of these sports, via email, social media and
mailing lists of the governing bodies for these sports.
The main purpose of the surveys was to discover how these organisations are
currently using social media to promote their sport, how well they have been
doing so and to see how people feel social media can be of benefit to these types
of organisations.
Two hundred surveys were distributed in total and the surveys remained open
for three weeks during May. During this time, the researcher collected one
hundred and forty five completed surveys.

3.11 Interviews
The interview is a conversation that has a structure and a purpose determined by
one party - the interviewer (Kvale, 2008, p. 7), it is a professional interaction that
goes beyond the spontaneous exchange of views, as in everyday conversation.
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and becomes a careful questioning and listening approach, with the purpose of
obtaining thoroughly tested knowledge.
There are many styles of interviews that the researcher had to choose from for
the purpose of this research. After careful thought, the researcher selected to use
semi structured face to face and online interviews as the primary data collection
method in order to gain relevant qualitative data based on the participants'
opinions, ideas, experiences and recommendations with regard to what they
consider to be important factors when it comes to the use of social media in
minority sports organisations.
Semi structured interviews combine the flexibility of the unstructured nature of
the open ended interview with the directionality and the agenda of the survey
instrument to produce focused, qualitative, textual data [Schensul et. al, 1999, p.
149).
The semi structured nature of the interviews, also gave the researcher the
opportunity to further explore and probe the interviewees for more details on
particular important points. Johnson (1998) notes that these exploratory
approaches, are used to develop a hyphotosis and more generally to make probes
for circumscription, description and interpretation of less well understood topics
(quoted in Schensul et. al, 1999, p. 149). This will allow the author to explore
points that emerged from the surveys and delve deeper into the topics, allowing
the interviewee to speak freely about their thoughts and opinions on the subject.
The researcher also included follow up questions, in order to ensure validity of
the results given by the participants.
Once interview candidates had been identified, an email was sent to each politely
asking them to take part in the study. These contacts were made during the
month of June and the interviews were scheduled for July. On average the
interviews lasted between 30 and 45 minutes and were recorded using the
researchers Samsung Galaxy phone with the permission of the interviewee, to
provide a lasting record of the interview.
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The online interviews were also carried out during the month of July via Skype
and the researcher saved a record of each of the interviewees responses for later
analysis, with their prior permission.

3.11.1 Selecting Participants
The researcher chose suitable participants based on the roles that they occupy
and have occupied in the Sporting industry, in particular the minority sports
sector. Each of the participants has been directly involved in the promotion of
their minority sport before and during the rise of social media and were chosen
as they could give a first hand insight on how social media has changed how they
carry out their work and if it has made things easier or more difficult.
To ensure a balanced result, two candidates were chosen from the sport of
Powerlifting and two from the sport of American Football. Of the Powerlifting
participants, one is currently involved in the promotion of the sport and the
second participant is the person who acted as technical director for over fifteen
years, prior to the association's adoption of a dedicated social media strategy.
Both of the American Football participants are actively working and using social
media to promote the sport in Ireland, however they are both working
independently from each other and using different platforms and strategies.
The first participant is carrying out the official online promotion of the Irish
American Football League (lAFL), and the other participant promotes the sport
through his own independent Facebook news page "Catch A Game".
Both participants have very relevant and in depth knowledge in this particular
field. The researcher structured each interview slightly differently, to ensure its
suitability for each participant.
The researcher carried out four interviews in total; the list of interviewees is as
follows,
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•

Mark Lane - Technical Director of the IDFPA from 1997 to 2012

•

Tomas Cuddihy - Secutary of the IDFPA

•

Ciaran O'Sullivan - Administrator of the Independent Irish American
Football news Facebook page "Catch a Game"

•

Maurice Cosgrove Administrator of the lAFL website and social media
platforms

Following each interview the author transcribed the recordings by carefully
listening to each recording, while this proved quite time consuming it allowed
the author to gather all of the important information from each interview.

3.11.2 Online Interviews
Salmons (2009, p. 8} Describes the main benefit of conducting interviews online
to be the removal of the constraints of location and the time and expense
required to travel to conduct a face to face interview. As the researcher was
carrying out this research with limited time and financial resources the use of
this type of interview will allow the researcher to carry out a greater number of
interviews and collect more data for the purpose of the research.
Salmons also notes that with online interviews the participants may be more
relaxed and willing to share sensitive information and also due to the nature of
this research being conducted on how people interact online, this type of
interview will closely mirror the natural settings that are under investigation
(2009, p. 9).
These interviews were carried out using Skype, whereby the researcher gained
access to the participants Skype contact details and arranged a suitable time to
carry out the interview. The researcher then conducted the interviews using the
video chat capabilities of the Skype platform.
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Hewson (2003, p. 45) weighs up the pros and cons of conducting interviews
online and makes the point that even though the online interview may be less
spontaneous and flowing than the traditional interview, it does allow
interviewees to answer in their own time and when it is convenient for them. He
goes on to say how this may encourage more detailed and carefully considered
answers. Further they are able to go and check information, and this may
enhance the validity and quality of the data obtained.
Some of the participants also are based quite far away from the researcher, with
Mark Lane currently residing in England, the researcher felt that the online
interview will be the most suitable research method to overcome these logistical
issues.

3.12 Rationale for Choice of Research Methods
The researcher felt that the research methods chosen are the most suitable
methods of collecting data for this research project. Due to the researcher's
position at Public Relations Officer of the IDFPA, he has access to very valuable
real time information, with regards the social media operations of the
organisation.
The researcher also felt that it was important to gauge how social media can
benefit the minority sporting organisation, not just from the perspective of the
sports promoters but also from the stakeholder perspective. As mentioned
previously these organisations rely heavily on a relatively small base of dedicated
stakeholders and their opinions on how they have been served and could be
served via social media will prove quite valuable.
The semi structured interviews were used to gain an insight into how those who
are directly involved in promoting these sports have, or have not been using
social media to this point. The researcher felt that the first hand experiences of
these participants would provide very relevant and useful information and chose
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the participants carefully to balance those who have been promoting these sports
both in the past and presently.
The researcher feels that these research methods provided the best primary
research possible for this study but as with all research methods attention must
also be paid to the limitations that do exist.

3.13 Limitations of Research
All research studies will have some limitations. From the outset, the researcher
found it very difficult to source secondary research on the subject of the use of
social media by minority sports organisations. The researcher feels this issue has
been addressed through the primary research that has been carried out as part of
this study.
Wisker [2007, p. 228} describes a number of limitations when it comes to action
research, one of the chief problems identified is that often ethics and
confidentiality become an issue with action research, as people may not want you
to reveal information about their practices and the organisation may not want
you to publish your findings should you discover awkward or confidential things.
In regards to the questionnaire research, questionnaires are by their nature
subject to certain limitations and Beri [2007, p. 64} points out that they often fail
to penetrate below the surface, as more emphasis is given to the extent of
information rather than to an in depth analysis. Respondents also may not
complete the questionnaire in a natural manner due to mood, lack of time and
impatience which could affect the reliability of the questionnaire.
With the carrying out of online interviews, the author may miss out on important
observational cues such as the body language of the participant and the
questions may have to amended, to ensure that the participant knows exactly
what is being asked to ensure validity of the data collected.
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During the face to face interviews the researcher let the participants speak their
mind without interruption to ensure there was no bias in the response and did
not change his body language or tone of voice in response to answers to ensure
the greatest accuracy in responses.
The researcher also recognises that the scope of this research has been limited
due to time, geographical and cost issues. The researcher would also have liked
to include a broader range of sports and incorporate more interviews but he felt
that this was impractical due to the short time frame of this study. The
researcher feels that further study into this area would be useful in the future.

3.14 Reliability and Validity
The researcher incorporated a strategy referred to as “Triangulation" in order to
ensure the validity and reliability of the data collected. Cohen et. al [2011, p. 197}
describes Triangulation as;
"Triangulation within methods concerns the replication of a study as a check on the
reliability and theory confirmation. Triangulation between methods involves the
use of more than one method in the pursuit of a given objective."
The researcher incorporated these methods into both the questionnaires and the
interview research, using questions worded differently that approach similar
topics to help ensure the reliability of the findings.
judd and Kenny [1981, p. 39) define External Valididy as "the extent to which the
effects observed in a study can be generalised to theoretical constraints other
than those specified in the original research hyphotosis". With regards to this
study, the minority sports industry in question is focused on the Irish market, it
is worth noting that the sports in questions would be considered mainstream in
other countries, but for the purpose of this study the author is focusing on the
Irish market and these sports are in the minority in Ireland.
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Cohen et al. (2011, p. 198} also notes how easy it can be to fall into invalidity and
outlines a range of steps that can be taken to prevent this from happening;
•

Choosing an appropriate timescale

•

Ensure adequate resources for the study

•

Selection of an appropriate research methodology

•

Selection of appropriate instrumentation for gathering data

• Appropriate sampling
•

Ensuring reliability of the study

The researcher used these steps as a guide while carrying out the research and
feels that a high level of validity has been achieved in the research.

3.15 Ethics
Tench and Yeomans (2009, p. 276} define Ethics as;
"The formal study and codification of moral principles into systematic frameworks
so that decisions can be made about what is right and wrong in a reasoned and
structured way".
It is important that all research is carried out in an ethical fashion and the
researcher, in carrying out this research has a moral and professional obligation
to do so in an ethical manner. The researcher must respect the privacy, rights,
needs and values of each of the participants.
Prior to taking part all participants were informed of the purpose of the study
and what the researcher intended to find out. Every participant did so voluntarily
and the researcher made sure to not ask any questions that may cause offence, or
that were irrelevant to the purpose of the study.
Confidentiality was offered to each participant if they desired and a consent form
was designed for each participant to sign prior to the research taking place. Each
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participant has given the consent for their full name to be used in the study and
was offered the option to opt out of the study at any stage should they feel the
need.
Therefore the researcher feels that this research has been conducted to a high
ethical standard and all of the data collected has been done so with transparency
and has been used for its intended purpose.
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Chapter 4 Findings and Analysis
4.1 Introduction
Through this chapter the researcher will present the main findings that have
been obtained from the primary research carried out. These findings will be
supported by quotations directly from the interviews and statistics obtained
from the questionnaires and action research carried out.

4.2 Questionnaires
The researcher designed two separate questionnaires for the purpose of this
research. One hundred questionnaires were distributed to stakeholders of the
American Football community in Ireland and one hundred were also distributed
to the stakeholders of the Powerlifting community in Ireland. In all, the
researcher received a return rate of 69.5% which he felt was quite good and
would ensure high quality, reliable data.
The following are the main points that emerged from both questionnaires;

4.2.1 Questionnaire Analysis
From the questionnaires we could clearly see that Facebook was the most
popularly used social media site among stakeholders of both sports, achieving
scores of over 95% in both questionnaires. Also YouTube performed well, with
Twitter placing as third most used platform, this correlates with the interview
participants view that Facebook was their most useful platform.
When asked how the stakeholders became aware of these sports originally, it
emerged that Word of Mouth is still extremely important to these organisations
even with the technology that is now available. As mentioned earlier these older
methods do not disappear but may change in importance, the results of the
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surveys showed that word of mouth was still as important as Google searches
and the organisations' websites.
When participants were asked where would they go to find information on their
sports, the official websites of both organisations performed well, but this largely
seemed to depend on the type of information sought. Stakeholders who wanted
quick answers to questions favoured the social media pages, mainly Facebook.
When more comprehensive answers were sought the websites were the popular
choice. We can see that both the stakeholders and the promoters see social
media, in particular Facebook as a way for them to directly converse and interact
with each other.
The stakeholders of both the IDFPA and the lAFA both stated that they felt that
their organisations were doing a much better job with social media in the past
year and cited increased levels of awareness and easy access to information as
the main benefits that have emerged from this.
When asked if they felt that social media was important for minority sporting
organisations, the overwhelming majority deemed social media to be essential to
these organisations. Not one of the respondents felt that social media was
anything except positive for these organisations, this was also reflected in the
interviews.
The researcher wanted to find out what the stakeholders felt are the main
benefits of social media to their sports organisations and some differences
between the IDFPA and the lAFA emerged here. The participants in the IDFPA
questionnaire considered the quick and easy access to information as the main
benefit, while the lAFA participants cited increased publicity and awareness as
the main benefit. This brought up an interesting point in how social media can be
emphasised differently for team and individual sports.
The final question in both questionnaires asked if the participants felt that social
media would be more or less important going forward and the response showed
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overwhelmingly that the stakeholders felt it would become more important as
time moves on.
The analysis of the questionnaire responses outlined a number of common
themes between both the questionnaires and the interviews and identified some
very interesting statistics, the full results of the questionnaires can be found in
the appendix section.

4.3 Interview Findings
The researcher carried out four separate semi-structured interviews with
participants that are directly involved in the promotion of minority sports
through social media. Similar questions were posed to each participant, with
slight variations depending on the individual's background and which sport they
are involved with. From these interviews a number of common themes emerged
from the content analysis, the researcher used a colour coding method during the
analysis of the interview transcripts to highlight these various themes as they
emerged in each interview.
The identified themes were as follows,
• Social media has raised awareness and participation levels of these sports.
• Social media has made it easy to promote your sport online.
• The low cost nature of social media, allows the effective promotion of the
sport without access to large scale resources.
• The quick and easy access to information is one of the main drivers.
• Social media acts to remove obstacles to participation.
• Social media is becoming more and more important as time moves on.
•

Facebook is the number one platform being used by these organisations.

• Social Media can help to improve the reputation of an organisation.
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The use of the semi structured interview style, allowed the researcher to deviate
from the original structure of the interview to pursue and further explore
particular areas of interest as they emerged.

4.3.1 Raising of Awareness and Participation Levels
Each of the interview participants agreed that their sports organisation is better
known since the adoption of a social media strategy. Interestingly both the IDFPA
and the IAEA only really fully adopted and dedicated themselves to social media
in the past year. While both organisations did exist in some form on social media
prior to this point, they did not put much emphasis on these channels prior to
this year.
Maurice Cosgrove noted that the IAEA Eacebook page has grown tremendously
since the start of the IAEA season in january, he stated that at the start of the
season they had about 800 "likes", but that has now grown to nearly 1,400 and he
also mentioned that of the close to one thousand people that attended the
Shamrock Bowl [IAEA league final) 22% of the attendees, had not heard of the
IAEA previously. This statistic was important to Maurice as he said that
previously you would really only have had people who were already inside and
involved in the sport at these matches and he believes that social media is the
main reason they are now reaching out to these new audiences, this backs up the
points made previously in the literature review that social media is allowing
these sports organisations to reach out large audiences directly.
The IDEPA reported similar increases in awareness levels since the adoption of
social media strategy in January. Previously the IDFPA did not have an official
Eacebook page and as of August 29*^^ 2013 the IDFPA Eacebook has 916 "likes"
and to quote Tomas Cuddihy, "because of it [Social media) we have had a lot
more interest, our membership has increased, we are now pushing 200 members
were as before we would have always been around the 100 mark". Tomas and
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Mark Lane both stated during the interviews, that they believed that this surge in
popularity has been largely down to the organisations adoption and use of social
media.

4.3.2 A Move away from traditional media.
One of the major points that was brought up in each of the interviews, was that
almost a monopoly exists in Ireland when it comes to coverage in traditional
sports media. Ciaran O'Sullivan said that while this was frustrating he felt it to be
fair as the traditional media is market driven and it makes sense that they will
provide the majority of coverage on the sports that the majority of people are
most interested in. The researcher found this to be an interesting point and each
of the candidates agreed with this point to an extent, but each of them also
expressed a level of frustration when it came to the use of traditional media.
As Stoldt (2006. P. 53) previously said these traditional mediums can give you
access to large audiences but they also leave you at the mercy of the media
gatekeepers, each of the participants expressed how difficult it was often to
bypass these gatekeepers and get their message out via traditional means, this
backs up Stoldt's point.
Stafford and Farber [2005, p. 6) stated that "traditional media" typically does not
disappear over time, they may become less important or change but they do not
disappear from the scene. Tomas Cuddihy made a similar point but despite this
the researcher found that some of the participants have almost completely
moved away from using the traditional media. Ciaran O'Sullivan went so far as to
state that he felt that targeting the traditional media for minority sports was a
"Waste of Time" and Maurice Cosgrove while he has not totally abandoned
traditional media, he now places very little emphasis on it as he felt his time is
better spent on other methods of promotion.
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The IDFPA seem to have a different view on the use of traditional media, which
Tomas explained was largely due to the age profile of the sport. Powerlifting
consists of many Masters divisions as well as seniors and junior divisions, this
means that as well as younger members the association must also reach out to
the older generations. The current oldest active competitor in the IDFPA is 72
years old, with the youngest being 15. Tomas Cuddihy states that the main
reason they still hold an emphasis on traditional media, is to reach out to this
older generation who quite often will not be online.
Promoters of these minority sports, as we can see have become frustrated with
the lack of power they have when it comes to traditional media and they seem to
have embraced social media as a way to take back this power from the media
companies.

4.4.3 The Removal of Barriers
Tomas Cuddihy felt that one the main benefits of social media was the removal of
barriers to participation in the sport. He spoke of how when he himself started he
found it very difficult to find out how and where he could compete, he described
himself having to ring a number of people to find even the most basic
information and felt that many potential members could be turned off by this
level of difficulty in finding information.
Tomas strongly feels that with social and online media, many of these barriers
have been lowered or even removed completely, as you can easily now find the
IDFPA on Google or Facebook and have any questions you may have answered
very quickly. This was also one of the main benefits of the use of social media for
sports organisations outlined by Walker, Kent, & Vincent (2011) and this point
was also put across by the stakeholders themselves in the questionnaires.
Participants from both the IDFPA and lAFA, both cited the fact that with social
media it is very easy to get your message out there to a large audience, as one of
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the main advantages. Maurice noted that previously they would have relied
heavily on Word of Mouth, posters and friends of friends to grow their numbers,
this backs up the points made by Stoldt.
This direct contact while effective, is limited by access to small groups of people.
From the analysis of the survey results we can see that word of mouth is still very
important to these organisations. Social media has allowed them an avenue
whereby they can go out and make contact directly with people on a large scale
basis, further lowering these barriers to participation.
Ciaran also mentioned that he feels that this quick and easy access to
information, is one of the main drivers of social media, and he feels that the lAFA
website and Facebook page can be slow in delivering updates and this represents
a lost opportunity for the organisation.
Tomas Cuddihy spoke of how the IDFPA now use social media as their main
driver for promoting competitions and now even allow members to enter
competitions via their social media pages. He feels that the barriers to
participation have never been lower and cited the example of a half Irish half
Thai lifter based in Thailand that found the IDFPA via Facebook and had many
questions on would he be eligible to compete, what equipment he would need
etc. that they were able to answer for him and now he will be competing later in
the year. Tomas said this is something that could never have happened before
social media.

4.3.4 Allows the effective promotion ofyour sport without large resources
Both the IDFPA and the lAFA are amateur organisations that are run by
volunteers, which is similar to many other minority sports. As mentioned
previously, they along with the majority of minority sports rely on the hard work
and goodwill of volunteers in order to carry out their operations.
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Each of the interview participants mentioned how they are trying to do the best
job possible to promote and grow their sports without the access to many
resources. This lack of resources is more than just financial resources, as each
participant also mentioned that finding the time to carry out all of the operations
of a sports governing body can prove very difficult and it often falls to one or a
small group of people to do this work.
Ciaran O'Sullivan felt that the IAEA were slow to update and get information out
there, this sentiment also emerged from the stakeholders. When asked about
this, Maurice made the point that as people are used to mainstream organisations
such as the NFL and IRFU giving real time updates on the games and news as it
happens, they have grown to expect this from smaller organisations like the lAFA
also. While he said that he tries his best to update as quickly and
comprehensively as possible, it is often impossible to do so due to other
commitments such as work and family. Those involved in the promotion of these
sports must often juggle a host of other commitments on top of their work in
promoting their respective sports.
The researcher feels that this is a good point and has personal experience of the
vast workload that can be expected of the social media administrator around
busy times in these sports.
Walker, Kent, & Vincent (2011) made the point that social media allows you to
distribute easily, information to specific fan groups at minimal costs, while this is
true the research here brought up addition points that warrant consideration.
The point can be made that while social media has given the sports promoter the
ability to promote their sport to a large audience for little to no financial cost,
there can be a large time cost, that can still make things difficult for these
organisations, if only one or a small group of individuals are tasked with the
social media operations of the entire national body, which from the interviews it
can be seen that this is often the case.
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4.3.5 Becoming more and more important as time moves on.
Each participant was asked how they thought things would develop in terms of
social media in the future, each agreed that social media would only become
more important as time moves on.
Tomas Cuddihy mentioned how the IDFPA mainly still use traditional media to
keep in touch with the older generation and agreed with Stafford and Farber's
[2005, p. 6) views that traditional media will not disappear, but will become less
important. He feels that as time moves on more and more of the population will
have grown up with social media and will be well versed in its use, it will become
even more important. Tomas went on to say that while it is hard to predict where
things will be in even five or ten years' time, it's safe to say it will be "Better,
more interactive, easier, and will have even less boundaries", he also added that
"things will probably take a left turn at some stage and take a direction few of us
would have predicted".
Moore (2011) told us that sports organisations already "have dedicated fan bases
already built up who crave new information, love to interact and want to be part
of the team", this sentiment was echoed by Ciaran O' Sullivan as the main reason
why he established the independent "Catch A Game" Facebook page. He uses the
page to inform and keep people up to date with the goings on of not just the
league, but the teams and players, he has found that there is a huge interest in
this and social media is the perfect way to provide this information.

4.3.6 Facebook as the number one platform.
Each of the participants cited Facebook as the number one platform that they
used in the promotion of their sports and this sentiment was also mirrored in the
questionnaire results.
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Maurice Cosgrove said, that this was largely because of the various different
types of postings you can make on Facebook and that it allows them to use
photos, video, links and even podcasts. Similar statements were made by Tomas
Cuddihy and Mark Lane with regards the IDFPA.
Both Maurice and Tomas both consider the Facebook page to be as important as
the oganisation's official website, but Maurice did admit that they fail to link their
social media in enough with the website and feels that this is something they will
have to do better in the future.

4.3.7 Social Media can help to improve the reputation of an organisation
Maurice Cosgrove spoke about how previously the lAFA board was seen as being
quite aloof and detached from the members of the American Football Community
in Ireland as they are based solely in Dublin and were seen to be, "passing
judgements on how the sport was to be run across the country from their Ivory
tower".
Maurice said that the adoption of social media has put more of a human face on
the organisation and has made them more accessible to their stakeholders. The
Facebook page has allowed them to interact and communicate with their
members and while a large part of their official communications still take place
via the individual teams, they do now have a voice of the organisation. "This has
really helped to change a lot of peoples perceptions and it shows them that we
are football fans who love the game just like themselves", said Maurice.
He feels that the reputation of the lAFA has been hugely improved with the use of
social media and he also stressed the need for care to be taken, as it can act as a
double edged sword and has the power to damage your reputation just as easily.
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4.4 Conclusion
During the course of this chapter the researcher outlined both the quantitative
and qualitative data that have been gathered as part of this research. Many
interesting points of discussion were brought up during the analysis of the
questionnaires and a number of important themes emerged during the content
analysis of the interviews. The researcher carefully scrutinised the collected data
and in chapter five will outline his conclusions and his recommendation that
have emerged from the research carried out.
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Chapter 5 Conclusions and Recommendations
5.1 Introduction
This chapter follows on from the analysis of the research collected in chapter
four and presents a number of conclusions in relation to the use and benefits of
social media in the promotion of minority sports in Ireland. These conclusions
have been drawn from both the primary and secondary data that has been
collected and analysed through this research.
Recommendations have also been presented with regards to further research, as
well as recommendations for public relations professionals who are engaged in
this sector.

5.2 Conclusions
The research has analysed the importance of social media in the promotion of
minority sports in Ireland. Through the use of secondary data, questionnaires,
semi structured interview and the data gathered through the author's position as
Public Relations Officer of the Irish Drug Free Powerlifting Association, this
research project has clearly ascertained that social media is hugely beneficial for
small sporting organisations in the promotion and growth of their sports.
The researcher feels that through the research carried out that the objectives for
this research have been achieved and will now outline the conclusions that have
been drawn from the research.
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5.1 Conclusion one - Social Media is the most effective way for minority
sporting organisations to promote themselves and is already being used to
good effect.
From the research gathered as part of this study, it is clear that the adoption of
social media by these minority sporting organisations has increased the
awareness and participation levels in both sports.
In the case of the IDFPA the association adopted social media as a dedicated
strategy in January 2013 and by April 2013 the association had already
established a record high annual membership that is still continuing to grow at
the time of writing.
The IDFPA National Championships in 2012 was contested by 45 lifters, in 2013
this number had over doubled with 96 lifters taking part in the championships
while this rise in participation levels cannot be totally put down to social media,
it is safe to conclude a that major part in this increased interest can be put down
to the adoption of a social media strategy. This was backed up by the results of
the stakeholder questionnaire and from the interviews.
The majority of respondents from the questionnaire stated that the IDFPA was
this year doing a very good job on social media and in particular on Facebook,
this was stated by many as one of the main reasons for the rise in popularity of
the sport this year.
During the questionnaire to the lAFA stakeholders many have also remarked that
while they believe the lAFA could do more on social media, they were doing a
much better job this year than in previous years and this has already resulted in
higher levels of participation and is one of the reasons for new teams forming
across the country.
Ciaran O'Sullivan noted that in 2001 the league in Ireland consisted of just five
teams, that number has now grown to seventeen teams in 2013 and he believes
this is largely down to social media giving these teams the power promote
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themselves and put their message out there, even if they league itself has slow to
do so. Ciaran spoke of that he felt that the individual teams did the best job with
social media and the lAFA while improving could do more.
The researcher found this to be an interesting point as it shows that if an
individual team or club feels they are not getting enough promotion by the
national body, social media does give them to power to go and take it upon
themselves to promote themselves and the sport as a whole directly.
The study has clearly demonstrated that social media, has been very beneficial to
these organisations and the main advantages are outlined as follows:
•

Removes barriers to participation.

• Allows quick and easy access to information.
• Allows these organisations to build relationships with their stakeholders.
•

Facilitates two way communications.

• Allows them to reach a large audience with little financial cost.
However a number disadvantages were also noted that must also be taken into
account. While the financial cost of social media is quite low, the participants in
this study noted that the time and commitment costs can be quite high, due to the
fact that they are often volunteers and have to balance many other commitments.
These promoters are often working alone and this can make it difficult to get the
most out of social media.
As the research developed the researcher noticed that while overall social media
is very beneficial to both these minority sports, it does seem to be approached
differently between team and individual sports and different strategies for its use
should be developed.
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5.2 Conclusion Two - Social Media strategies should be different and
specialised for every organisation, there is no such thing as an "off the
shelf' social media strategy.
During the course of the research, the researcher began to notice a number of
differences between how the IDFPA and the lAFA approached and used social
media. There were also some important differences pointed out by the
stakeholders on what they expected of both organisations in the questionnaire
results.
For team sports such as American Football the stakeholders of the organisation
felt that the biggest advantage to the use of social media by the lAFA was in the
raising of general awareness of the sport and the league in Ireland. While this
advantage also ranked highly among stakeholders of the IDFPA, they felt the
most important benefit of the IDFPA's use of social media was the ease and speed
of access to information.
This point was explored more in the interviews with the promoters of both
organisations and it emerged, that the bodies that govern individual sports do
have much more hands on contact with their members. Tomas and Mark both
stated that they receive enquiries from both existing and potential members on
an almost daily basis for a whole range of topics. Maurice said that when it came
to distributing information from the lAFA they would often do so through the
individual teams by sending the information to the team representative, they
have less hands on contact with the individual members and focused more on the
overall promotion and operations of the sport.
Tomas Cuddihy mentioned how hard he found it hard to get information on
Powerlifting when he was looking to join the sport and notes how now he feels
social media is the best tool to make this information available, as before social
media you would often be unable to find it. In the case of team sports we can see
from the survey results that many of the stakeholders would often rely on their
team for information rather than the lAFA itself, the emphasis for social media
65 I P

1

g e

strategies for team sports bodies would seem to be more focused on building
awareness as opposed to the dissemination of information to the actual
members.
From this the researcher found that while social media has proved to be very
beneficial for both types of minority sports organisations it must be approached
differently for every organisation.

5.5 Conclusion Three - Facebook should be seen as the most effective
platform for promoting these sports.
The findings of the research have concluded that Facebook is the number one
platform, for the promotion of these sporting organisations at this present time.
During the analysis of both surveys the researcher recorded similar results that
Facebook was the overwhelmingly most popular platform being used by the
majority of the stakeholders of these sports. YouTube also ranked highly with
Twitter coming in third.
This data backs up the statements in the literature review, that Facebook is the
most widely used social media platform currently available. In carrying out the
interviews, the researcher was able to delve deeper into why Facebook was the
number one platform being used by these organisations and a number of reasons
emerged:
•

Supports a wide range of different media such as photos, video, links and
podcasts.

• Access to the largest potential audience.
•

Little to no cost involved.

•

Compliments other platforms and the official website.

•

Quick portal to information

•

Facilitates two way communications.
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• Can be used to interact and build relationships.
Grunig and Hunt described two way communications as the ideal when it came to
public relations, each of the interview participants mentioned that they use
Facebook to engage with their stakeholders and facilitate these conversations.
Facebook also offers a human face to the operations of these bodies and shows
people that those working to organise and promote the sports are often fans and
competitors just like themselves. Maurice Cosgrove spoke about how many
people would have in the past seen the lAFA board negatively as a group that sat
high in their “Ivory Tower" passing decisions on how the sport would be run. He
said that Facebook has done much to dispel this conception and has allowed
them to interact directly with their members and improve the reputation of the
organisation with a level of transparency that did not exist before.

5.6 Conclusion Four - Minority sports promoters should devote the
majority of their time to social media promotion, while traditional media
should not be completely abandoned social media offers far more return
for the time and effort spent.
From the research conducted, it is clear that social media is extremely important
part of the operations of any minority organisation. These organisations need to
take it upon themselves, to promote their operations and build awareness, each
of the interviewees agreed, that for the most part any coverage received by these
organisations in traditional media is achieved through lots of hard work for very
little return. In some cases those involved in promoting these sports do not think
that pursuing traditional media is worth the time and effort that has to be put
into it and they now see social media as their number one strategy for promoting
their sport.
In the literature review, the researcher mentioned how stakeholders now will
expect to be able to find their sports body on social media with social bars and
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twitter feeds now very common on the official websites of these groups. Any
sporting organisation that has not yet embraced social media is leaving
themselves at a huge disadvantage in what is a very competitive industry. Both
the IDFPA and the lAFL committed themselves to social media and in less than
one year they both have reported impressive increases in both awareness and
participation levels.
While traditional media does still have its place, most particularly in the case of
keeping older members involved, it has very much taken a back seat in the
promotional strategies of these promoters.

5.7 Conclusion five - Social media will grow in importance and evolve as
time moves on, the sports promoter should continually evaluate how they
can make the best use of new developments in social media.
Tomas Cuddihy spoke of how he felt that social media will change as time moves
on and said that it will most likely do so in a way that none of us will predict. He
mentioned how important Facebook has now become in the space of just a few
years and says that something else is probably just around the corner.
Social media is constantly changing and evolving with new platforms emerging
and current platforms changing, for these sports promoters to continue to get the
very most from their use of social media they need to keep abreast of these
changes and be willing to adapt their promotional efforts if necessary.
Each of the interview participants mentioned that they initially adopted social
media so that they would not be left behind. This may not be enough to just adopt
social media, due to fast changing nature of it. As these promoters are using
social media as their primary promotional method, they need to utilise it to its
fullest and this will mean the monitoring of how it develops and adapting to
these changes.
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5.8 Recommendations for social media and public relations
• The research has shown that social media will continue to grow and
become an even more important part of the public relations professionals
job.
•

Facebook is currently the most popular platform and should take
precedence in the social media strategy of the majority of organisations,
this is especially true when it comes to smaller organisations.

•

It is essential that Public Relations professionals adopt a specific social
media strategy for the organisation in question in order to get the most
from it. There is no one size fits all social media strategy.

•

Social media can be used to promote even small organisations to a global
audience, limitations should not be set and these organisations should not
be afraid to make their voice heard.

•

Social media should be used as a tool to allow even smaller organisations
to compete with, or network with much bigger organisations both
nationally and internationally.

• The research has shown that traditional media does still have its place and
should not be forgotten about by the public relations professional. Public
Relations professionals need to blend the old ways with the new and be
able to effectively use both methods.
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5.9 Recommendations for social media and minority sports organisations
• Social media should be seen as the main promotional strategy of the
organisation. It has been shown that social media can have very positive
effects on participation and awareness levels of these sports. It is also now
expected by the members/stakeholders that these organisations will have
an active social media presence.
• Traditional media should be of a secondary concern and while not
completely abandoned, the majority of time and effort should be focused
on social media.
•

Social media should be used to grow and develop the fan bases of these
sports, these organisations should not limit themselves by resources or
demographics and should strive for maximal exposure and growth of the
sport.

• The majority of the promoters time should be devoted to Facebook and the
official website. YouTube and Twitter are also important platforms that
should be considered and used along with others to feed into the main
platforms.
•

Social media should be used to engage with and provide quick and easy
access to information. It should also be used to put a human face on the
organisation and two way communications with the stakeholders of the
organisation should be sought.

• To get the most from social media, the researcher does recommend that
the social media operations of the entire organisation should not be tasked
to just one person and should involve a panel of administrators to ensure
the most can be made of these platforms.
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5.10 Recommendations for Future Study
The researcher concludes that research into the use and benefits of social media
in sports is still quite in the early stages; this is especially true in the case of
minority sports. Further research into this area would be very beneficial.
While much of the data collected as part of this study backed up what was
discovered during the secondary research, there were a few interesting points
that did emerge that would be worth further exploration:
• The difference between how social media can be used in team and
individual sports.
• Social media may be financially cheap but can be expensive in terms of
time and manpower, especially when the organisations are being run by a
small group of volunteers.
The researcher feels that both of these topics are important and would warrant
further investigation.

5.11 Final Words
The researcher feels that the initial objectives of this research project have been
achieved and that from a public relations perspective, social media can be used to
great effect by those involved in the promotion of minority sports and can help to
increase both awareness and participation levels and thus level the playing field
between mainstream and minority sports.
The researcher feels that, that the information in this study will be of benefit to
those who may be involved in the promotion of minority level sports in Ireland.
Often these people are not public relations or communications professionals but
volunteers with a love of the sport that are doing their best to promote it. The
researcher feels that this study, can be used as a guide for these people on how to
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get the most out of their social media. The researcher also hopes that this study
will contribute to further exploration of this subject.
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Appendix
Appendix A - List of Participants
Interviewees

Position

Tomas Cuddihy

Secretary and member of the social
media administration team for the Irish
Drug Free Powerlifting Association

Mark Lane

Former technical director of the Irish
Drug Free Powerlifting Association

Maurice Cosgrove

Events manager and administrator of
the lAFA website and social media pages

Ciaran O'Sullivan

Founder and administrator of the "Catch
A Game" Facebook page and former
contributor to the lAFA website and
Facebook page.
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Appendix B - Sample Email Particpants

Dear
My name is Peter Lucey and I am currently studying for my masters in Public
Relations with New Media in Cork Institute of Technology. At the moment 1 am
working on my masters thesis, that is focusing on the use of social media in the
promotion of minority sports in Ireland.
The main goal of this research is to investigate how minority sporting
organisations have been using social media and how it has and can benefit these
organisations and level the playing field between mainstream and minority
sports.
Given your position in the...........I would like to ask if you would willing to be
interviewed as part of my research. 1 have attached a document outlining my
research plan and the topics that 1 would like to discuss. The interviews will be
informal and you will have the opportunity to opt out at any stage should you feel
the need.
Thank you for your consideration
Peter Lucey
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Appendix C - Interview Questions
Note - Due to the semi structured nature of the interview the researcher did in
some cases deviate from the outlined list in order to pursue points that emerged
during the interviews.
1. Hello just to start off can you give us a brief overview on how you have
been involved with the promotion of the.............. and the sport of
.................. in Ireland?

2. What do you feel are the main obstacles encountered in promoting
minority sports of this kind?

3. Do you feel that minority sports in Ireland receive the attention and
exposure that they deserve?

4. What is your opinion of social media and online media.

5. Do you use social media yourself?

6. Which social media platforms do you use?

7. What main goals would you have for your use of social media?
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8. When you first started promoting the sport before the advent of social
media, what forms of media would you have used to reach out to people?

9. Do you still use traditional methods to promote your sport?

10. Do you feel that online PR is more effective than offline forms of PR, why?

11.Which do you feel is more important, online PR or traditional PR?

12.Do you think that social media conflicts or compliments traditional forms
of media?

13.How important is it to integrate online and offline PR?

14. Do you feel that social media has enhanced the practice of public relations
and sports promotion?

15. Do you feel that the

is better known now since the adoption of

social media?

16. What do you feel are the advantages of social media?
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17. What do you feel are the disadvantages of social media.

18. When and why did you adopt online public relations?

19.How do you feel social media complements your website?

20. Which social media platform do you consider to the most effective for
promoting your sport?

21. How often would you interact with your fans via social media?

22. Do you find it difficult to keep up with the constant changes when it comes
to social media?

23.Has social media changed the way that the
members and manages existing members?

24. How will you see things going in the future?
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attracts new

Appendix D - Questionnaire Results
IDFPA Stakeholder Questionairre
Question One - Are you active on Social media and if so what platforms do you
use?
Facebook - 97.9%
YouTube-83.0%
Twitter - 31.9%
Instagram - 12.8%
Reddit - 6.4%
Tumblr - 2.1%
Question Two - How did you originally become aware of the IDFPA?
• The majority of respondents originally became aware of the IDFPA
through a friend or club that was involved with the organisations, this
shows the author that even in todays world of online PR word of mouth is
still critically important.
• The second most popular answer was through the use of online search
engines such as Google, this shows the importance of having a strong
online presence both in the form of a website and social media pages.
Question Three - How would you describe your relationship to the IDFPA;
• 93.6% of respondents were competitors either present or past.
•

29.8% were fans of the sport.

•

14.9% were coaches.

•

10.6% were referees or judges.

Question Four - Where would be the first place you would go in searching for
information on the IDFPA.
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• The most popular choice was the official website and many people noted
that they would choose the website if they needed comprehensive
information on a topic, however an interesting point made by many is that
they would use the Facebook page more when looking for short quick
pieces of information.
•

Facebook also performed very well here with many citing faster response
times as one of the main reasons.

• Twitter performed poorly in this regard but the author feels that much of
this could be down to the fact that the IDFPA did not have any presence on
Twitter prior to this year.
Question Five - How would you rate the IDFPA's presence on and use of social
media prior to the adoption of its social media strategy in 2013.
Platform

Very Good

Good

Fair

Poor

Unused

Facebook

26.1%

28.3%

21.7%

15.2%

8.7%

YouTube

9.3%

20.9%

30.2%

25.6%

14%

Twitter

0.0%

8.3%

16.7%

13.9%

61.1%

Q6 Do you feel that the IDFPA are now making good use of social media and what
do they feel could be done better?
•

The vast majority of respondents rated the IDFPA's use of social media as
very good in the past year and many noted that it was hugely improved
from previous years.

• The main benefits noted by participants was the access to more, easy to
find information, good promotion of events and a much better awareness
of the sport.
•

Many good suggestions were also made for more tactics that could be
employed by the association.
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Question Seven - How often would you visit the official IDFPA website?
•

56.5% visited the site on a weekly basis.

•

27.1% would visit the site daily.

•

27.1% would visit the site monthly.

•

4.3% would visit the site annually.

Question Eight - Do you feel that social media is important for sporting
organisations such as the IDFPA?
• The majority of respondents (69.6%) said that they felt that social media
was essential for small sporting organisations.
• The remainder (30.4%) said that social media was very important for
these types of sports organisations.
•

No respondents rated social media as anything less than very important
for minority sporting organisations.

Question Nine - What are the major benefit of social media to minority sporting
organisations?
•

A wide range of benefits of social media was listed by the respondents to
this question. The most popular benefit was the ease of access to
information that was offered by social media.

•

Other major benefits that were outlined were the increased publicity,
awareness and thus participation levels in the sport itself which would
lead to a high standard of competition.

•

Many others cited the low cost nature of social media and the fact that it is
widely appealing to the younger audience as major benefits.
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lAFA Stakeholders Questionnaire
Question One - What social media platforms do you currently use?
•

Facebook - 100%
YouTube - 78.3%
Twitter - 58.7%
Instagram - 20.7%
Reddit - 8.7%
Tumblr - 5.4%
Foursquare - 5.4%
Flickr - 4.3%
Pinterest - 3.3%

Question Two - How did you become aware of the lAFL originally?
• The most popular answer was that they found out about American
Football in Ireland through a friend or relative.
•

Google searches ranked second.

• The existence of a local team ranked third.
• Through college teams ranked fourth.
• The lAFL website and Facebook also were cited a handful of times.
Question Three - What is your relationship to the sport of American Football in
Ireland.
•

Player-76.9%

•

Fan - 36.3%

•

Coach - 19.8%

•

Referee - 11.0%

• Administrator - 8.8%
Question Four - If you were looking for information on the lAFL and American
Football in Ireland where would you go?
86 I P a g e

• The lAFL website proved to be the most popular answer by a considerable
margin, many did mention it was often slow to be updated.
• The lAFL Facebook site was cited as the second most popular source for
information.
• The independent Facebook page “Catch a Game" was the third most
popular answer.
•

Many respondents stated that they would depend on their coaches and
club officials for information.

•

Google searches and the individual team website were also rated highly in
the answers of this question.

Question Five - How would you rate the lAFLs presence on Social media
presently?
Platform

Very Good

Good

Fair

Poor

Unused

Facebook

16.5%

33.0%

34.1%

15.4%

1.1%

YouTube

3.8%

5.1%

30.4%

43.0%

17.7%

Twitter

4.3%

12.5%

29.2%

31.9%

22.2%

Official

10.4%

31.2%

32.5%

24.7%

1.3%

Website

Question six - Do you feel that the lAFL is making good use of social media? What
do you feel could be done better?
• The considerable majority of respondents said that they did not think the
lAFL were doing as good a job as they could be at the present time.
•

Many suggestions were made on what they could do more such as;
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o

Do more to promote the sport and raise awareness,

o

Provide more regular game updates.

o

Use more videos with game footage etc.

o

Make more use of pictures from the games.

o

Many felt that the "Catch a Game" Facebook site did a better job than
the official lAFL Facebook.

Question Seven - How often would you visit the lAFL website?
• Weekly-53.3%
•

Monthly - 28.3%

•

Daily - 9.8%

• Annually - 4.3%
•

Never-4.3%

Question Eight - Do you feel that social media is important for the promotion of
sporting organisations such as the lAFL?
•

Essential - 79.3%

•

Very Important - 15.2%

•

Important - 4.3%

•

Neutral - 1.1%

•

Unnecessary - 0%

•

Counter Productive - 0%

Question Nine - What do you feel are the major benefits offered by social media
to the lAFL?
The most popular responses were as follows;
•

Raise Awareness and gain publicity.

•

Provide up to the minute game information.

•

Low cost.

•

Can attract new members.

•

Gain widespread coverage.

•

Lets you connect with people.
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Question Ten - Do you feel that social media will become more or less
important going forward?
•

More important - 97.8%

•

Less important - 2.2%
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Appendix E Participant Consent Form

Written Consent Agreement and Signature Sheet
-Study Participation
Are you happy to participate in this study? Yes/No
-Consent to Use of Name
Do you consent to your name being used in any written documentation and/or
oral presentations that may emerge from the study? Yes/No
Signature to agree to use of name....................................
-Consent to Record Interview
Do you agree to the interview being recorded? Yes/No
Signature to agree to the recording of the interview
-Consent to Quote From Interview
The researcher intends to quote from this interview during the written document
and/or oral presentations that will emerge from this study
Do you agree to allow the researcher to quote you from this interview? Yes/No
-Consent to Follow Up
The researcher may need to get in contact with you in the future to clarify items
and ask for further information. Do you agree to allow the researcher to contact
you for these follow ups? Yes/No
Please carefully read and complete the following statements;
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I ....................understand that this research is intended for the study of a
Masters Degree in Public Relations with New Media at Cork Institute of
Technology for Peter Lucey.
Subject to the above conditions, 1 understand that Peter Lucey may keep and use
my identifying information, as well as the content that will emerge from this
interview.
I understand that the use of this interview many include a published paper, or
papers, or Masters thesis.
1 approve the use of my personal information as agreed upon with the above
conditions.
Subject to the confidentiality conditions, I authorise Peter Lucey to use this
interview for the purpose of research, which may be published.

Signature

Printed Name
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Date

Appendix E - Interview Transcript
Interviewee - Tomas Cuddihy IDFPA Secutary and Social Media Administrator
Date-July 12th 2013
Location - Cork Institute of Technology
Q - Hello Tom can you first of all give us a brief overview of how you have
been involved with the promotion of the IDFPA and Powerlifting in Ireland.
A- Ok well last year I became the sectary of the IDFPA, up to that point our
president, the previous sectary and other people involved were of the older
generation, I'm 42 they would have been older than me and were not really savvy
with things like Facebook and while it might be unfair to say they are computer
illiterate, it is all new to them and they were not exploiting it enough as they
possibly could have.
Since then we have updated, the website which was run by Mark Lane making it
more user friendly and modern, we now constantly work on updating and it has
most definitely improved. We are also now on Facebook, there was a site before
[group page) but it was a closed site so it had maybe less than hundred, that site
is still running but we now have our own Facebook page for the IDFPA and again
that is interactive and people can put up posts, they can make comments and ask
questions and it's administered by myself, Peter Lucey and Andrew Scully and
really by all of the members. It's an open page so anyone can use it and we put up
the videos of our competitions etc. and because of that there has been a lot more
interest, our membership has increased, we are pushing 200 lifters now whereas
before it would have always been around the 100 mark.
The IDFPA went through a fallow period where it could have disappeared but I
think thanks to things like social media interest has been reawakened and most
of our members now are under 30, we have Intervarsity's going and it's brought
in a whole new generation and we're also honouring the previous generation
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through it with and online hall of fame and keeping everyone happy. These things
would not really have been possible without Facebook or the IDFPA Website. We
use the wix.com website builder for the site which means that you don't have to
be a web designer or a computer genius to contribute and add to the site. Before
this may have been harder and confusing to set up even a normal website, you
now don't need to know how to code you can just put your bit in.
We now have members of the association writing articles that has brought it on
and it's given a sense of ownership amongst the community of Powerlifters. Now
they are very interested in it now and will push it on and they will add ideas and
come up with things that a select few individuals may not have come up with.
We are trying to iron out any bottlenecks so that no one person becomes the
source of all things which spreads out the work and the IDFPA will always
continue as it's bigger than any one individual. Social media really and interactive
technology has made all that possible.

Q- Would you say it is safe to say that the sport of Powerlifting in Ireland is
a minority sport?
Yes, we have about 200 lifters and there are also two other organisations in
Ireland, we are the only organisations that carry out drug testing and have rules
against drugs, hence the name Irish Drug Free Powerlifting Association. There
was another organisation before called the IPF that used to exist but are gone
now due to lack of interest really, they still exist in Northern Ireland alright.
Other sports such as the Soccer, GAA and Rugby are far more established and
have more money, for us the expensive bit is the drug testing, each test costs
about €250 to take the test and send it to the lab etc. it's expensive and most of
our money goes there but that is the way it should be as it keeps our sport clean
and we can have a standard, everything is WADA approved and the tests are
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done to Olympic standards. It gives people a level playing field and a shot at a fair
competition.
Right now it is a minority sport, Powerlifting is the kind of sport that is great to
compete in, but to watch 1 don't know, you're just watching people lifting heavy
weights in a procession, now certain people will be interested in that but would it
be a mass appeal sport like Rugby and Soccer? Probably not but then again its
chalk and cheese, an individual sport versus a team sport, it demands different
personality types, different mentality, disciplines etc. but it is a great sport. The
injury rate is pretty low compared to Rugby, 1 played Rugby and find them also
less. Also one of the big things is that even if you don't win, if you get a personal
best in a competition you come away feeling great and there is very good
camaraderie, the person you could be competing with could be often there
helping you out, that is common.

Q - What do you feel are the biggest obstacles encountered in promoting
minority sports in Ireland?
A - Well just getting the word out really and gaining publicity when you don't
have much money, how are you going to let people know where you are and what
you're doing so 1 would say those are the biggest obstacles.
If you want to put a lot of effort into promoting your sport and getting it going
people have to know about it. What really brought along our membership was
Facebook, the website and word of mouth 1 think and once that starts going,
things are in your favour. We also send out articles to local newspapers after
each competition and get to know some journalists who will give you some
publicity and that all helps.
When you get something in the papers then you would mention the Facebook
page or the website and get traffic that way. What I've found is that if you're
answering questions from people on the website and Facebook at first the people
seem nervous asking but then once you start to answer the questions quickly and
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friendly they see that you don't have to be superman to come and compete. It
also makes everything transparent, all the records are up online, all the results of
the competitions who lifted what and if you're training in the gym and see it and
say "Hey I can lift that" then these guys decide that they will come join and
compete. It all starts to take off then.
What got us really going was social media, getting interest going and the people
then started to come after that.

Q - Do you feel that minority sports in Ireland don't receive the attention
and the exposure that they deserve?
A- In Ireland, you have the three big sports. Soccer, Rugby and the GAA and that
is really it. After that every other sport is competing for funding, going to various
bodies and it's pretty tough, as the people who compete with us have to pay to do
so and nobody is making any money, that is to just break even. If we had to pay
on top of that for advertising etc. it would be very difficult for us and because of
social media we can get the word out without exhausting our financial resources.
For minority sports social media is probably a godsend because how else are you
going to get the interest out there? Boxing, that is another popular sport in
Ireland and even they struggle, cycling and so on. Like 1 say Powerlifting is very
individual and because of that advertisers and so on may not be as interested as
they would be in let's say a team sport so we have to get the word out somehow
and drive things and what has aided us has been Facebook, the website, social
media and to a lesser extent newspaper and magazine articles. Also you get
individual lifters who are ambitious and will push themselves.
We put articles up on our website and that is another outlet and all of that
generates interest, you overcome the inertia and that turns into people actually
turning up, they may come and look the first few competitions and then they'll
start to compete as they'll see that they have a chance here and maybe not even
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winning but just getting better, getting stronger, everyone wants to be stronger
and it's a healthy pursuit as drugs are not involved.
Q- Do you use social media yourself?
Yes I'm on Facebook, I'm newly on Twitter; I help to admin the website mostly
with ideas and sometimes directly. As I'm sectary 1 get questions asked often and
answer them so that would be the extent of my use.
Q - What would be the main goals that you would have for your use of social
media?
A- The main goals would be to keep everyone informed and to update people but
also to track members and to get traffic through our website and Facebook. We
want to turn this into bums on seats and people turning up and watching and
then you get new members and there is then a synergy where it just feeds off
itself and you get more people.
Our membership has gone up because of, what I would say to a large extent
Facebook also our website www.idfpa.net and once you're out there people who
are interested in Powerlifting will see that and say "1 want to get into that" and
when you Google search our site comes up very high and the numbers are there
its transferred well to results. There is a minimum of obstacles and that is what
social media will do for you. If in the old days you wanted to get involved then,
what would you do, you would have to find out if there is body for the sport at
the time it was the IPF and they didn't have a website so you would end up
looking for a number and you're phoning some guy and there were just a lot
more obstacles and people now just don't need to put all the effort in, if you put
in a Google search then straight away you'll see the IDFPA is on Facebook, its on
Twitter, Instagram etc. there is a website also and straight away your connected
and you can get involved, you know where to go straight away.
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Q - Before the advent of social media what would you have done to try and
reach out to people?
A- You would have posters, an article in the newspaper, you would be phoning
people up who may be interested, emailing people and as 1 said before my time
we did have a website but it was not regularly updated so 1 think with the advent
of Facebook and should we say a more modern, user friendly and interactive
website that has boosted things.
Before that it was like chalk and cheese really, the Stone Age compared to the
modern age so you had less people, it was a niche sport and people didn't really
know. When I started 1 didn't know that there were three bodies in Ireland and
only one of them was drug free, you had to learn all this as you went and slowly
things are getting better.
Instagram is a new thing for us, Twitter is new, all these things have a younger
generation out there who are interested in it and know how to use it, they expect
it and once you're set up on that you're in the game, without it you're not in the
game, you have no chance really because people won't be interested, you won't
attract the younger generation because they won't know where or how to find
you, they don't really look in newspapers or magazine articles, those days are
gone. You really have to embrace the new technology or else you'll be left behind.
Q - Would you still use the traditional methods along with the new methods
to promote your sport?
A- Yeah we still use newspapers, after each competition 1 contact journalists and
try to get an article put out because you don't just want twenty year olds you
want to get to the older generation also. Our oldest guy in the last competition
was 73 years old [John West) and he benched a world record 137.5kg while
weighing about 100kg, that is good at any age so he would be an inspirational
type of character, so you want to those people, you don't want to leave them
behind so we try to encourage the older guys like john West and john Walker to
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use the internet and Facebook. For some of them it is difficult, people who have
grown up with it find it to be second nature but to an older generation it's
difficult to even turn a computer on, what does clicking mean etc. to them it is a
challenge. We want these guys involved so we will still go through the other
channels, such as posters, phoning them up, word of mouth, you have to do it that
way too to include everyone but really as time progresses social media is the
future.

Q - Do you feel that the online public relations are more effective than
offline public relations?
A- Yes definitely, online is more effective, the rest is just supplementary now like
traditional newspapers etc. A lot of people don't even get their news from
newspapers anymore, they won't buy them, they'll just look online and the
newspapers are online anyway so if you get an article in the newspaper it will
also go up online.
It's like 1 said you have to include everyone, it's like there is still travel agents out
there that should really not exist anymore but they do exist because there is a
generation out there that don't know how to book their flights online and get a
package holiday online which would be cheaper as you're cutting out the middle
man, but it will take time for that to change. It's the same with us we need to use
newspapers, magazines, word of mouth but over time most of that will become
more or less obsolete as everyone will be connected.

Q- Do you feel that social media compliments or conflicts more traditional
forms of media?
It's better, it's more advanced, it compliments but it is in fact better. It's like black
and white TV's were great and then colour TV's came and now we have flat
screens, widescreen and 3D. Things march on and things generally become
better, the old stuff becomes obsolete. Some people will still use them, if it still
works they will still use it, but social media is taking over and there is a reason
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for that, it is better, it's easier, you don't have to ask permission from so and so to
connect, you just have to put something up and your friends can see it and they
will know that something is going on and they then can pass it on.
It's much better and its more manoeuvrable, the old media is less manoeuvrable,
you had to go through and editor and you could be censored as so and so would
decide what is to be put up and what is not to be put up. There is much more
freedom of speech which is better, you give people freedom and most of the time
they will act responsibly, now and again you will get a few nutcases but you can
just delete their comments. We have a forum on the website and that is pretty
good, like 1 said this gives a sense of ownership to people, if people feel they own
something they will value it more and they will contribute and soon they will
turn up.
People are shy, people think to be a Powerlifter you have to be superman, but
you don't, if you have a reasonable genetic inheritance, train diligently, sleep
right and eat right and do all of the things that you should you will get stronger,
it's a fact it's like if you go out in the sun you might get burned he first time but
eventually you'll tan.
Social media has been where we have all come together to share interests, share
training tips etc. it's not all about winning and competing there is a big social
element to Powerlifting and that is looked after with social media. Things like
travel plans, social media can help with that, "Hey what flight is going to such and
such a place", and you'll find out pretty quickly in an hour or two, before how
would you have done that. There used to be more obstacles and less people
coming because you know a person would say, "Theirs a huge effort involved in
that and I'm not going to do it".
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Q - Do you feel that social media has enhanced the practice of public
relations and the sports promoter?
A - Definetly, from public relations it means that you're more connected to your
public and they are your club in the end so you're more tuned in, accessible, if
someone asks a question they don't have to wait weeks for it to be answered. If
someone wants to know what a record is they can go on the website and look it
up, if someone has a query, any kind of query, what kind of singlet can I wear, are
these socks allowed it will be answered right away. This is done by either the
admins or the other members who are tuned into the Facebook page or the
website or Twitter. You get an instant answer and more accurate information
and that's why it is better.

Q - Do you feel the IDFPA is better known now since the adoption of social
media?
A- Yeah, we have gotten more media coverage in the traditional media, we have
got more online coverage, we have published articles ourselves and we have a
bigger membership, that is where the real proof is. We have grown because we
have used the Facebook page and the website and now we are using YouTube,
Twitter, Instagram, all these things has put the message out there and anyone
who is anyway connected with sport or personal trainers etc., they will all be
connected online and your message trickles out. If you put one message out on
Facebook then soon it can be passed on and like wildfire it will spread.

Q- What do you feel are the main advantages offered by social media?
A- The main advantage is that it's easier to get your message out there, before
like I said you would be struggling, we still put posters up and do the usual things
but you can put a poster on Facebook now and that gets pushed around or you
can put something that's printable online and you can start different clubs and
it's not going through just one person and it's not as laborious, there is more
freedom in it. If people have like ideas or they can add to your ideas you can
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make it better, there is more cooperation. The only downside is you m.ight get
some messers, but we have had none that might put up negative messages on the
site etc. it hasn't really happened. On Facebook there is only a like button maybe
that is the reason you can only thumbs things up so they are forcing you to be
optimistic. Really for us the advantage has been getting our message out there,
getting more people interested and that is all down to social media.
Q - What do you feel are the main disadvantages of social media?
A- The only disadvantage 1 would say, is that 1 have seen silly arguments over
silly things, you get so and so saying something about someone, maybe it's not
good to have Facebook all of the time as if you're in a bad mood you might put
something up you may later regret and drunks shouldn't be allowed on
Facebook. But all that stuff can be deleted or people will know, or if you're
anonymous you're only making a fool of yourself if you're looking for an
argument. 1 would say it's a very small downside; everything has a plus and a
minus depending on how you apply it. Mobile phones could give us cancer, they
are microwaves and so on but people have driven over the edge of a cliff and
used their mobile to call the emergency services and save their lives, generally
it's a huge plus, the downside you can live with and you can take contingencies
such as delete, ban, and block.
Q When and why did you adopt online Public Relations?
A - I became secretary in 2012, up to then we did have an online presence, up to
then it was a Facebook group which was a closed group which still exists and a
website. The man Mark Lane who set up the website did a Trojan work but he
was on his own and he did it for 15 years. We updated all that and added to it, we
added Twitter, Instagram and all these different ideas and made it more
accessible and that is reflected in the increased membership over time. YouTube
has been a big thing as you can see people lifting, we have edited videos and put
them up that are done to a really professional level.It's not like your camcorder
video these are edited and really well done and that attracts people, and they
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want to be part of it. There was also a misnomer that people needed to qualify for
the Europeans, you don't you have to compete in the Nationals and all this was
ironed out via social media, as you were able to tell people, no no your wrong
there this is what you need to do.

Q- Do you feel that social media compliments your website?
Yes, they feed into each other, the Twitter feed is up on our home page and that
encourages people and you can join it and get involved and if you don't want to
you can still see what is going on and what people are saying. The social media is
much more manoeuvrable than the fixed website because everyone is on it and if
there is a question it will get answered on Facebook faster than anywhere else, if
you wanted to know what diet to try just putting it on your page and your friends
will answer you. They say Facebook in the future will change, it will be different
than it is now but there will be other avenues that we will all end up using that
we don't even know exist now. Who knew bout Twitter years back and look at
the difference Facebook has made in less than ten years. It's very hard to be
lonely now if you have Facebook, that's why I think the older generations should
definitely get into it, people lost out in the countryside who we have ignored as a
society to a certain extent, especially when the tiger died or ran away, they were
just left there and told you can't drink and drive so they can't go to the pub and
now when you're in the middle of nowhere and feeling lonely, you can put on
Facebook and talk to someone on the other side of the world. A rising tide lifts all
boats.

Q- Which social media platform do you consider to be most important in
promoting your sport?
A- Personally I think our Facebook page is the one that does it, the website is
very good too, all the hard knowledge at you need is there but for something that
is more manoeuvrable and to get your questions answered by someone, there is
always someone on it I think the Facebook page is the fastest one. Also on
Facebook you can put your YouTube videos, they're all connected really, they all
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feed into each other. A year or two again I was not on Facebook very often now 1
find myself checking it every day, you can get addicted to it.

Q- How often would you interact with your fans via social media?
A- Daily, there is always a question and even when you are just thumbing them
up, there are guys out there that are coaches who have things that they want you
to promote and they will pay you back the favour and on our Facebook page we
have had guys who have moved into therapy, looking after injuries and so on and
we try to promote their business because they are our lifters and it is kind of a
community thing.

Q - Do you find it is difficult to keep up with the constant changes in social
media?
A - I think that once you're in it then you learn, I think with a cold start as with
the older generation from when you have never turned on a computer before, to
getting yourself a Facebook page that is tough. The young people can do stuff that
my generation can't do or don't know how to, then take someone 20 years older
than me and they won't have a Smartphone, laptop or a tablet because they have
never used it and its not part of their conciseness, but once you are on it you will
learn and you will get better. The IDFPA now have a YouTube channel where our
videos go up which is pretty good and that links into other things and like I said
that snowballs and gets bigger. What we need to really concentrate on is keeping
those older than us in the loop, they might need some help but it is definitely
worth it. They also have knowledge, they may not know about Facebook,
YouTube and all the stuff that we are talking about here, they will know about
nutrition, lifting, psychology, what to do when you're injured as they have been
through it all.
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Q - Has social media changed the way the IDFPA attracts new members and
manages existing members?
A - Yes, here is an instance that may have never happened before social media,
we have ayoung guy in Thailand who is half Irish half Thail and he is going to
come and lift with us in our next competition and he discovered us through social
media. He may have never done that before because if we did not have an online
presence, he couldn't have seen and asked questions about the drug testing, the
lifts, what do 1 wear etc. If he didn't have access to the answers to all those
questions he would never have competed, now that is just one, you multiply that
and you find out how valuable tool that social media is and it does not cost
anything, its people connecting to people.
Q - How do you see things going in the future?
A - That will be interesting, you know if you look at those SCI fi movies, nobody
really predicted the internet, not really I think now I could be wrong it was born
in about 1980 when the American Military wanted one computer to talk to
another, so there would be no central area that if it was bombed all the
knowledge would be lost. Instead you would have a network. 1 remember GPS in
the first Gulf War was secret technology, you had Bravo 20 and the SAS sent in
and they were using this global positioning thing to find scud missiles and now
everyone has it in their car or on their phone, so who knows, who can predict the
future, what is it going to be? It's going to be better, more interactive, it's going to
be easier, there will be fewer barriers, less boundaries and once that starts
happening there will be more knowledge and probably things will take a left turn
beyond what we all think but it will be pretty good I think.
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